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Baton Rouge, La. 

( is the 4th market > | 
in the Gulf South! 
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* Yes! That’s right! Baton Rouge is the 4th largest market in the 
states of Louisiana, Texas and Mississippi...the area known as 
the Gulf South. Ranking just below Dallas-Ft. Worth, Houston 
and New Orleans, the Baton Rouge market served by television 
station WBRZ has a population of 1,561,000, with retail sales of 
$1,285,000,000 —too big a market to be overlooked on any list. 


Call your Hollingbery man. 


WBRZ Gund 2— 
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 Uillie. And these are ratings! 


_WHIRLYBIRDS rates a rousing 
<i reception from the audience 







































landing a mighty 23.7 averil Gr: ‘a 
rating in 89 ARB-rated markets. 








Naturally, advertisers rate 
WHIRLYBIRDS (III half-hours 
of airborne adventure) equally 
high. Foods, tobaccos, utilities, 
banks, automotives, toiletries 
and beverages have cha 


















.»- the best film programs for all stations’’ 
New York, Los Angeles, Chicago, Detroit, 
Boston, St. Louis, San Francisco, Dallas 

i and Atlanta. Canada: Sel Caldwell Ltd. 


























NOW...real power for your Baton Rouge lineup! \ 


Famous old “28” (UHF) hangs up his suit 
after winning every laurel in his league (in- 
cluding 25 out of 26 national merchandising 
campaigns in which he competed). His re- 
placement is a husky young slugger wearing’ 
a big red “9” (VHF). This “9” reaches all of 
“28's” loyal fans, PLUS a huge new bonus 
market. Now “9” serves 268,400 homes in 
the Central Gulf Area.. 
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goes farther — se//s more — in one of 
the nation’s fastest-growing markets 














=; |e TV_+irst in TV in Baton Rouge—is a 9-inning hustler, draws all-time-record 


e of loyal fans. And what fans! Annual retail sales (§$270,882,000) 77% above the 


average and 45% above the U. S. average! Food sales ($53,187,000) 61% above 
19% above the national! Furniture/appliance/ household sales ($17,851,000) 107% 
isiana, 80% above the U. S.! 

not have “9” in your lineup right from the start! Call Blair TV Associates for a 


ick 1down. 

















IN THIS ISSUE Established 1944 e Volume XVIl e Number 7 e@ July 1960 
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Frederick A. Kugel This month’s cover: To most -ELEVESTON 
Editor ond Publisher observers, television’s political PELEMIE: 
Executive Editor, Kenneth Schwartz John A. Thayer, Jr., Asst. to the Publisher function reached its zenith eked 
Associate Editor, Judith B. Dolgins Frank E. Chizzini, Advertising Director in the recent nominating con- 
Associate Editor, Albert R. Kroeger Jack L. Blas, Business Manager ventions. But all mass media 
Production Editor, Barbara Landsberg Ruth Leftoff, Office Manager provide mass audiences for po- 
Assistant Editor, Jerome Tarshis Harriette Weinberg, Circulation Manager litical candidates. The _ basic 
Director of Research, Marvin D. Melnikoff Marianne Watts, Promotion Manager question, explored in the lead 
Art Director,, S. B. Valentine story starting on page 46, 
Published monthly by the Frederick Kugel Company, Inc. Executive ediiorial, circulation and advertising is what television contributes, 
offices: 422 Madison Ave., New York 17, N. Y. Telephone: Plaza 3-9944. Single copy, 50 cents. Yearly by way of information and 
subscriptions in the United States, its possession and nations of the Pan American Union, $5.00; rer > ’ 
in Camada, $5.00; elsewhere, $6.00. Printing Office: 50 Emmett St., Bristol, Connecticut. Re-entered as opinion, to the electorate § 
ane Cae Oe ieee ane, no em ee 6 -Sglitical enlightenment. 
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WHEN DO YOU fiie:/: A FORMAT? 


The answer is very simple — never! 


At least, in 33 years, we have never quite been able to manage it. 


Public preference changes too fast and so do each community’s needs. That is 


why every Storer station is locally oriented to the particular community it serves. 


Only by knowing community problems from day to day have we been 
able to help solve them. Only through constant check on listener and viewer 
preferences have we been able to build loyal, responsive audiences. 


Keeping the public informed and entertained, and working for a better 
community is a day-to-day, often an hour-to-hour, even minute-to-minute job. 


We’ve never found a way to format community service. It’s too big... too 
fluid . .. too much of a responsibility to be frozen — even for one day. 


Radio 


CLEVELAND—WJW 
TOLEDO—WSPD 
WHEELING—WWVA 
MIAMI—WGBS 

LOS ANGELES—KGBS 
DETROIT—WJBK 
PHILADELPHIA—WIBG 





Television 


DETROIT—WJBK-TV 
CLEVELAND—WJW-TV 
MILWAUKEE—WITI-TV 
ATLANTA—WAGA-TV 
TOLEDO—WSPD-TV 


NATIONAL SALES OFFICES: 625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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THE PIEDMONT INDUSTRIAL CRESCENT 


the HOS! ERY industry ... 


creates buying power in the Piedmont Industrial Crescent! 


The South’s gigantic hosiery industry, creating unlimited disposable income, 
makes the piedmont market a must buy. And WFMY-TV . . . located in the 
heart of the piedmont . . . is the dominant selling influence in this 
$3,000,000,000 market. WFMY-TV serves . . . and sells in this heavy 
industrial 54-county area where 2,250,000 people live, work and buy. 





GREENSBORO, N.C. 


suescenee "NOW IN OUR 11th YEAR OF SERVICE’ 


Represented by Harrington, Righter and Parsons, Inc. 
New York, Chicago, San Francisco, Atlanta, Boston, Detroit 
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FOCUS ON PEOPLE 


When Walter Lippmann appeared on television in early 
July, the nation got a taste of what the medium can con- 
tribute, by way of information and opinion, to its political 
enlightenment. This month’s lead story, on page 46, assays 
the significance of the Lippmann telecast and what sociol- 
ogists, psychologists, pollsters and political pundits of every 
stripe think is the actual effect of television on_ political 
thinking and voting habits. Lippmann, at 71, is the ac- 
knowledged dean of socio-political analysts. New York-born, 
Harvard-educated, he has varied his career but never roved 
too far from the arena of social and political writing. His 
syndicated column has appeared in the New York Herald- 
Tribune since 1931. 

Frederick Ford, legal-minded, broadcasting-oriented 
chairman of the Federal Communications Commission, is 
a man on a hot seat. How he and his colleagues face up to 
Congressional pressures, informed and uninformed, will 
have an important impact on the structure of broadcasting. 
Their plans and the current state of Congressional thinking 
about the industry are explored starting on page 50. 

A hard-nosed approach to TV and its responsibilities is 
taken by Fairfax Cone, the ethical-minded chairman of the 
executive committee and creative director of Foote, Cone 
& Belding, whose TV billings total some $45,000,000. 
Profiled on page 64, Cone laces into the problems of bad 
taste and conflicting claims in advertising, asks an alter- 
native to mass programming to provide for the minority 
viewer. A man who has helped shape advertiser patterns 
on TV, Cone can be critical of the medium as well as 
lavish in its praise. 

A major problem facing spot TV users is the merchan- 
dising and promotion of their announcement campaigns. 
The 12th in TELEvIstIon MAGAZINE’s Media Strategy Series 
tells how the Chun King Corp., the nation’s largest mar- 
keter of canned and frozen American-Oriental specialty 
foods, generates excitement for its $2,600,000 TV invest- 
ment. The man behind Chun King is a 41-year-old rugged 
individualist named Jeno Paulucci, who left off selling for 
a grocery wholesaler to go into business growing bean 
sprouts in a converted Quonset hut shortly after World 
War II. The sprouts grew into a $30,000,000 business and 
Paulucci into a firm believer in saturation TV. 

The fall line-up of TV shows, examined on page 56, will 
probably not bring huzzas from the critics. A schedule of 
approximately 50 new shows, in the best tradition of pro- 
eramming for the mass audience, are crowded with action- 
adventure and Western violence. But there is the bright 
spot of history hopefully awaited in the Churchill Memoirs. 
And, with the accent off specials, a resurgence of situation 
comedy is a programming aspect worth watching. 
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A PAID TESTIMONIAL FROM VICTOR ALESSANDRO FOR KPRC-TV, HOUSTON 





1 perhaps know how we gently persuade 
people to say nice, sincere-sounding things 
KPRC-TV. WE PAY THEM MONEY! Take 
Alessandro. We approached the conductor 
San Antonio Symphony recently while he 
Houston to guest-conduct the Houston 
ny. He was rehearsing, and at first he 
< us for a music critic and picked up his 
baton. But, we handed him a violin-case 
f money and asked him to say something nice 
KPRC-TV. 
elevision?” he shouted. “Surely yow’re jok- 
vision is for children and grown-ups who 
o better. Do you mistake me for a 


RTESY OF 
Y PEANUT BUTTER 




















Creamy 
TELevisio” 


We begged, we pleaded, we implored. Then 
we filled a bass-fiddle case with money. Dr. Ales- 
sandro agreed to watch Channel 2. “Viola!” he 
cried aloud. “Can this be television? It looks ex- 
actly like Mozart, or Beethoven. Why it would in- 
deed be a shame to waste this splendid art on 
children or unappreciative grown-ups. MayI watch 
a little longer?” 

As Dr. Alessandro discovered (and you can, 
too) —KPRC-TV is the one television produced 
on purpose to please. KPRC-TV in Houston alone 
gives you the true, exact flavor of GRADE A 
television. 

No other television looks or sounds or stays 
pleasant and persuasive like KPRC-TV, because 
no other television is produced like KPRC-TV. 


EDWARD PETRY & CO. 
National Representatives 


if you like TV, you'll love KPRC-TV, Houston 














THE FOURTH 
QUARTER OUTLOOK 


At mid-year 1960, with business moving 
into a summer lull, forecasters stood by 
their predictions of a healthy year, but 
one falling far short of a boom. The po- 
litical outlook and November elections, 
although only a passing influence on the 
market, are credited with causing some 
immediate uncertainty, as is the ticklish 
international situation. But there is con- 
tinued heavy consumer spending. And 
exports are running at the best rate in 
three years. 

Government economists, after watch- 
ing a second quarter slowing marked by 
a drop-off in steel production, a decline 
in order backlogs and a lag in construc- 
tion, concede that the third quarter will 
be the poorest period of the year. But 
they expect the fourth quarter to bring 
an upturn. There will be a recovery, 
more than seasonal, carrying over into 
the first half of 1961. 

Despite the current mixed picture, TV 
advertisers, buoyed by consumer confi- 
dence, are continuing to spend heavily. 
For the first five months of 1960, the 
gross time billings of the TV networks 
were $283,292,781, up 8.7 per cent over 
the same period last year, according to 
the Television Bureau of Advertising. 
And the TV networks’ introduction of 
a discount plan to induce advertisers to 
come in for the summer can be expected 
to at least partially defeat the seasonal 
lull. Reports on hot-weather national 
spot radio have this broadcast sector 
doing exceptionally well. 

Looking into the future, TvB sees local 
advertising in all media at an annual 
rate of nearly $10 billion by 1970, with 
TV getting $1.5 billion of the total. “As 
it did nationally in the fifties,” says TvB, 
“TV will spur a faster than might be 
expected growth in local advertising in 
the sixties. Retailers are looking at the 
success national advertisers have had 
with TV and are now finding ways to 
adapt it to their own use ‘i 
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TV NETWORK COST PER THOUSAND 


1958 ‘sencccsees 


MARCH 1960: $3.48 


This graph traces the trend in c-p-m per com- 
mercial minute of a representative network 
half-hour. Based on all sponsored shows tele- 
cast 9:30-10 p.m., N.Y.T., during the ARB ral- 
ing week, it provides a continuing yardstick of 
the performance of nighttime TV. This index is 
obtained by dividing the total costs of the 
programs by the total number of homes 
reached by these shows, then dividing this by 
the number of commercial minutes. 
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TV VIEWING WEEKDAY-NIGHTTIME SETS-IN-USE FOR MAY 


| FOR SPOT BUYERS: % Sets-in-use by Local Time FOR NETWORK BUYERS: 
% Sets-in-use by EST 

















Hour | Eastern Time Zone | Central Time Zone | Pacific Time Zone | Total U.S. 
—_ | 5 
5 PM 20.2 19.8 18.4 | 20.1 
6 PM 24.0 36.0 | 34.6 29.6 
7 PM | 36.2 | 47.2 | 50.8 | 42.1 
8 PM | 50.7 | 56.9 59.8 54.3 
9 PM 61.4 52.3 | 60.5 58.2 
10 PM | 49.0 30.1 39.0 41.0 
11 PM 21.4 13.9 15.3 | 17.8 
MIDNIGHT oF 3.1 | 6.6 6.9 





Source: ARB, May 1960 


1959 —— 1960 ore 








85 TV NETWORK BILLINGS 
April, 1960 April, 1959 
60 
TS $12,701,240........ $10,309,263 
55 eae 22,580,032........ 22,077,285 
NBC .......... 20,641,555........ 19,739,816 
” ee $55,922,827....... "$52,126,364 


Source: LNA-BAR 


As released by TvB 
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NETWORK PROGRAMMING 


AIR POWER « CODE THREE - SAN FRANCISCO BEAT - NAVY LOG 
SHOTGUN SLADE -« TRACKDOWN - THIS MAN DAWSON - 26 MEN 
THE CALIFORNIANS » THE HONEYMOONERS - MR. ADAMS AND EVE 
MEET McGRAW « DEADLINE - BOLD VENTURE - COLONEL FLACK 
SILENT SERVICE + FLIGHT - 


PANIC - POLICEWOMAN DECOY 





IT’S A GREAT LIFE +» INTERPOL CALLING - YOU ARE THERE 
HIRAM HOLLIDAY » MIKE HAMMER - BOLD JOURNEY 


THE “Network Station” for Spot Advertisers in New York! Audiences have 
expect network quality entertainment every night on WPIX-11. Advertisers 


of all seven New York stations only WPIX offers so many opportunities to 


ite commercials in prime evening time in such network quality programming. 
en has proved that WPIX audience incomes, home ownerships, jobs, etc. are 


as on the leading network station! You’ll never find “mail order” or 


commercials on WPIX-11. You will find important looking programs, 


est advertisers and a proved quality audience...on a station that has a 


spect for the rate card. Where are your 60-second commercials tonight? 


me 
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NETWORK AUDIENCES 


A. C. Nielsen recently studied his entire New York sample, both Audi- 
neter and Recordimeter-Audilog homes, and found “no significant 
difference’ between the kind of people who watch weix 11—New York's 
eading Independent station—and New York's leading Network station. 
The Nielsen ‘““WPIX AUDIENCE PROFILE”’ study provides a direct com- 
parison of audiences for the prime qualitative categories of: FAMILY 
INCOME =» HOME OWNERSHIP » AUTOMOBILE OWNERSHIP = SIZE OF 
it MAC) ok ©) oi LO) OL~) A's'1 1 od ot © 101010) -7-W10)) Wn | 1D O) an (O01) 5 (©) mB) 
from 7:00-11:00 PM, seven nights a week. Qualitatively they are equal. 
As Nielsen states: ‘‘NONE OF THE COMPARISONS YIELDED A SIG- 
NIFICANT DIFFERENCE!” 
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NETWORK ADVERTISERS 


The Procter & Gamble Co. + General Motors Corp. + Bristol-Myers Co. 


General Foods Corp. = Chrysler Corp. - American Airlines, Inc. = Co! 
gate-Palmolive Co. = R. J. Reynolds Tobacco Co. » Warner-Lambert 
Pharmaceutical Co., Inc. = United Air Lines, Inc. » General Mills, Inc. 
National Biscuit Co. = U.S. RubberCo. + Brown & Williamson Tobacco 
(Ofo) f ovum 0) ce MN \'/ (0) <0) aun @1o LIU Bl a Ovo or- bs Ole) F- a Ovo MECN C1-101-1 ¢-] Um Of >1-] au O10 
Borden’s’= Trans-World Airlines, Inc. = Vick Chemical Co. « P. Lorillard 
(fo ums =1-1-) a foo) |S © DD. So) oY [oLol0 ml O1e MEL Imm => ¢- [ole Or-at-[el- Mm Milaalia-ie, 
Kellogg Company += Miles Laboratories, Inc. » The American Tobacco 
Co. « Cannon Mills, Inc. = International Shoe Co. = Firestone = Gulf 
Oil Corp. = Sterling Drug, Inc. » Lever Brothers Co. » and many more. 


new york 
The ONLY New York independent 


qualified to display the. 
SEAL OF GOOD PRACTICE. 

















NOW! NEW! Stories that begin where 


OFFICIAL POLICE ACTION LEAVES OFF! 


OLE OALE 


CHROUST EM 
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& STARRING RICK JASON 4s Rosin scott... “NEGOTIATOR” EXTRAORDINARY 
with JEAN BLAKE as Phyllis 





The new power 
in TV programs... 





EXPOSING FRAUDULENT INSURANCE CLAIMS! 


HIS MISSION: Saving He knows more 
fortunes for insurance about the underworld 
firms! than any man alive! 
o 
HIS CREDO: Recover A hazardous game with wi sone 
the loss ... leave the MILLIONS OF DOLLARS 
culprit to the law! at stake! ZIV-UNITED ARTISTS, INC. 





488 Madison Ave. 


A MODERN SERIES FOR EFFECTIVE MODERN PROGRAMMING! New York 22, N.Y. 











JULY 30 

‘Old scout Herb Shriner will host and 
narrate a World Wide 60 documentary 
marking the 50th anniversary of the Boy 
Scouts. (NBC-TV, 9:30-10:30 p.m.*) 


AUGUST 1 

Sam Levenson will host as Celebrity Tal- 
ent Scouts premiers as a nine-week re- 
placement for The Danny Thomas Show. 
Format calls for established show folk to 
introduce talented newcomers. (CBS-TV, 
9-9:30 p.m.) 

Weird noises for the summer scene will 
be supplied by a 20-foot trumpet and a 
guitar that shoots ping-pong balls on the 
debut of The Spike Jones Show. The 
nine-week musical comedy revue will 
star Spike and songstress Helen Grayco, 
feature comedians Joyce Jameson, Len 
Weinrib and Jose Jimenez, alias Bill 
Dana. (CBS-TV, 9:30-10 p.m.) A tongue- 
in-cheek look at the development of song 
in motion pictures is contained in Holly- 
wood Sings, a repeat hosted by Boris 
Karloff. (NBC-TV, 10-11 p.m.) 


AUGUST 4 

Set volume goes down for the nostalgic 
debut of Silents Please, condensed ver- 
sions of silent film classics. The 12-week 
series, featuring Valentino, Chaplin, Bar- 
rymore, et al., replaces Ernie Kovacs’ 
Take a Good Look. (ABC-TV, 10:30- 
11 p.m.) 


AUGUST 5 

Project 20 continues with reruns of its 
most popular shows. Fred Allen narrates 
“The Jazz Age.” (NBC-TV, 10-11 p.m.) 


AUGUST 6 

Racing from Monmouth Park trots out 
with The Sapling, six furlongs for two- 
year-olds, $100,000 purse. (NBC-TV, 
5:30-6 p.m.) 

Surveyor General of the Universe John 
Gunther will guide summer escapists to 
Australia as the High Road series bumps 
into “The Great Barrier Reef.” Other 
broadcast stops: August 18 in Africa, 
“Tanganyika Today;” August 27 tuna 
fishing in the Pacific, “Harvest of the 
Sea.” (ABC-TV, 8-8:30 p.m.) 

Peaceful uses of atomic energy will be 
explored on a tour Inside Argonne, an 
Illinois atomic energy plant. (ABC-TV, 
10-12 p.m.—the time slot, importantly, 
marks ABC-TV’s venture into new late 
night programming.) 


AUGUST 8 

Esther Williams gets in the swim with a 
Florida-originated musical, Esther Wil- 
liams at Cypress Gardens. Also starred: 
Fernando Lamas, Joey Bishop and 
870,000 gallons of water. (NBC-TV, 10- 
11 p.m.) 


AUGUST 10 

Red Buttons will put on Cockney accent 
and police inspector’s uniform to solve 
“The Case of the Missing Wife” on U.S. 
Steel Hour. (CBS-TV, 10-11 p.m.) 


AUGUST 12 

The heat is on an insurance investiga- 
tor as he gathers evidence pointing to 
his wife as an arsonist. “Fire by Night” 
is the title of this entry in the Moment 
of Fear series. (NBC-TV, 10-11 p.m.) 
This year’s College All-Star Football 
Game will pit choice campus huskies 
against the champion Baltimore Colts 
in a contest originating from Chicago’s 
Soldier Field. (ABC-TV, 10-12 p.m.) 


AUGUST 13 

World War I is refought as ‘‘The Great 
War” in rerun on Project 20. (NBC-TV, 
10-11 p.m.) 


AUGUST 15 

For those who didn’t catch up with 
“What Makes Sammy Run?” last fall, 
part I of the two-part adaptation of the 
Budd Schulberg novel wiil repeat. (NBC- 
TV, 10-11 p.m.) 


AUGUST 19 
A science-fiction novel by Isaac Asimov 


supplies the “humanoid” for “Caves of | 


Steel’—the strange partnership between 
a human and a robot who team up 
to solve a crime—on Moment of Fear. 
(NBC-TV, 19-11 p.m.) 


AUGUST 22 
Part Ilof Budd Schulberg’s “What Makes 
Sammy Run.” (NBC-TV, 10-11 p.m.) 


AUGUST 24 

The U.S. Steel Hour pans back on the 
Civil War to background a romantic ad- 
venture yarn intriguingly titled, “Bride 
of the Fox.” (CBS-TV, 10-11 p.m.) 


AUGUST 26 

CBS News lights a Roman candle and 
puts on its track shoes for the start of the 
1960 Summer Olympic Games. Exclusive 
coverage will give CBS 20 hours of pro- 
gramming in varied time slots through 
September 12. The initial program will 
feature the opening ceremonies. The fol- 
lowing events will be telecast daily (CBS- 
TV, 9-10 p.m.) 


AUGUST 29 

The bread line winds its way into World 
War II as Project 20 revives “Life in the 
Thirties.” (NBC-TV, 10-11 p.m.) 


SEPTEMBER 3 

A study of Communism inside Russia— 
“Nightmare in Red”—will be the repeat 
subject on Project 20. (NBC-TV, 9:30- 
10:30 p.m.) 


SEPTEMBER 7 

Arlene Francis will battle with Hans 
Conried in “When in Rome,” a U.S. 
Steel Hour comedy about a wife whose 
husband is willed a large sum by an 
unknown woman “in memory of three 
divine days and nights in Rome.” (CBS- 
TV, 10-11 p.m.) 

*All times EDT. 
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Sports lovers will have 

the Rome Olympics and music 
lovers will have 

Spike Jones by way of 

proof that the TV summer is 
not all reruns. 

‘U.S. Steel Hour, with new 
“live” shows all summer long, 
and the ‘Moment of Fear’ 
suspense series, 

fill the drama bill. On the 
news documentary front, 
‘World Wide 60° 

takes a look at the Boy Scouts 
on thetr 50th anniversary, 
and ABC, in an important 
excursion into late-night TV, 
explores peacetime 

atomic energy. 

Celebrity hunters will find 
them on the premiering 
‘Celebrity Talent Scouts, and, 
with a nod to nostalgia 

and the TV voice that nightly 
implores you to keep 

your set volume down, there 
is the debut of a program 
featuring silent film classics. 
Reruns, of course, 

do figure 

prominently in the hot-weathe 
picture, the highlight 

being the best of ‘Project 20's’ 
history-on-film series. 

Also present on the summer 
scene, Spike Jones—with a 
guitar that shoots ping-pong balls. 


15 








In Chicago 





Fs 














... the Museum of Science and Industry is the most versatile 
y museum of its kind in the world. Its exhibits range from Space 
Age Technology—to an actual operating Coal Mine—to the 
only German Submarine ever captured in wartime, the U505! 





In Chicago 


iWGN 


TELEVISION 


—owned and operated by 








Chicagoans—is dedicated to 
quality programming and 


community service. 








WGN IS CHICAGO 


Quality - Integrity « Responsibility 











RADIO WRAP-UP 


A Monthly Review 
of the Radio Industry 


Over the past weeks radio has shown 
new vitality on several fronts. There 
have been network billings increases and 
new programming plans. A radio pro- 
gram garnered one of the heaviest listen- 
ing audiences in years, beating out even 
prime time TV competition. Summer 
radio is reported as booming. And sta- 
tions are operating on improved profit 
margins. But as the radio picture 
brightened, there was also a hint of 
trouble—the old problem of dual rates 
has again caught fire. 


NBC and CBS in the black 


On the network front, the highlight 
was an announcement by NBC Radio 
that after eight years of red ink, it is 


now operating at a profit. With as much 
net business on the books on June lI, 
1960 as it showed for all of 1959 (about 
$14,000,000), the network reported that 
it is assured of continuing in the black 
for the rest of the year. 

Gearing for what it calls the biggest 


third quarter it has enjoyed in the last 
5 years, NBC Radio attributes its up- 
swing to a new program concept and the 
resulting improvement in station clear- 
ances of network time, which stands at 
from 95 to 98 per cent. NBC Radio also 


disclosed a general increase in rates for 
participation announcements. 

\t the other radio networks, things 
are also looking up. CBS Radio operated 
in the black during the final quarter of 
1959 and the first quarter of 1960. It 
will not speculate on whether it has 
reached a permanent profit position. 

[he Mutual Radio Network, recently 
purchased by Minnesota Mining and 


Manufacturing Co., claims it is now near 
the break-even point and that at its 
present rate of business, it will be in the 


black before the end of the year. 
\BC Radio, operating in the red, can 


nonetheless boast in other areas. Its 
June 20 broadcast of the Johansson- 
Patterson heavyweight championship 


fight reached an audience estimated at 
61,191,230, better than any TV show (in- 
cluding the Emmy Awards) on at fight 


time. The happy sponsors of ABC's 
$250,000 radio-only fight package: 
Bristol-Myers and Fiat cars. 

ABC Radio also figured importantly 
in the news with its announcement of a 
new fall programming plan. A new pro- 
gram schedule, aimed primarily at the 
young adult audience, will turn from a 
“hop-scotch” to a “steady pattern,” 
center on Flair, a 55-minute across-the- 
board program of popular music and 
short features. 

Adding to radio’s apparent upsurge 
was a National Association of Broad- 
casters survey showing that radio stations 


‘last year had a nationally improved 


profit margin. Individual stations lifted 
their profit from 7.2 per cent in 1958 
to 7.7 per cent in 1959. 

In breaking down the sales dollar of 
the typical radio station, NAB found 
that 15 per cent of income came from 
national and regional business, 85 per 
cent from local. Network income was 
less than 1 per cent. Revenue of the 
typical radio station came up from 
$99,200 in 1958 to $104,000 in 1959. Sta- 
tions estimate an increase of 3.2 per cent 
to $107,300 in 1960. 


Ayer warns on dual rates 


Much of the summer business is said 
to be national business brought in at 
local rates—a situation causing concern 
in many quarters, particularly among 
ad agencies. 

Well documented in recent weeks was 
N. W. Ayer’s sharp ultimatum to station 
representatives concerning dual rates, 
again focusing attention on one of 
radio’s oldest and most confused prac- 
tices. Unless rates become standardized, 
warned Ayer, it will bypass reps, deal 
directly with stations. 

Ayer, which invests about $30,000,000 
annually in spot radio and TV, delivered 
its ultimatum to the rep group hoping 
that it can bring pressure on stations to 
adopt single rates, solve the national 
vs. local rate muddle. 

While some reps feel that agencies 
themselves have helped to perpetuate the 
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rate dilemma, most are in sympathy 
with Ayer’s plight. There is agreement 
among reps that the rate problem needs 
to be resolved, but they feel that they 
are unfairly caught in the middle of the 
squabble. Most of the reps passed along 
Ayer’s feelings to their stations. END 





TOTAL U.S. RADIO HOMES USING 
RADIO (000) 
AVERAGE PER MINUTE— 
BY HOURS OF DAY 


April, 1960 


Number of Homes 
Hour (000) 





Morning (Monday through Friday) 


Ge IN, aici 6's oie cee wtaese saunas 3,610 
| Pieper MIRE ioc hos ie sieandi wacctouteea 7,418 
| Bees — Go so caccioscitanceceanessas 8,308 
| PRO cis cteoowssaaelestieone 7,467 

FO at IDS ako coud ioisewksced 6,972 

1 ASE OD Sie ees ck esas torsnionsew 6,132 

Afternoon (Monday through Friday) 

TPO TMM. occ csciciensnsiecesewwsses 6,082 
PDA —— BRINE 6 ixcinnccssdsisoniswsisceisisiegie 5,885 
Di SMe: ice -yisiseiansawisinwiesizaieiceinieee 4,599 
SpisM.— FPAM,  .0.205c0crccvevereresesvcieis 4,253 
DDIM — SPM. o.00:0:06550 do0g:ddee 919/05 05-613 3,907 
5 BMN— GHA, 6 iacinsccidccavdsecees ined 4,549 

Evening (Monday through Sunday) 

SPIN — FM. oso occsivceswwesiewwensses 4,698 
7 PIM — BPMN. occ ccesavciioisigiveg siniciens 3,412 
SPM — FIOM. ace ciccwiesiniicievewwisareasiasis 2,720 
FDR 1O BM. oo ccs cccsinsciovesinwevionvien 2,374 
10 PsM—TT iM. o..ccccccccversccvieseosess 2,374 
PT DAM —ADIDAMN,..6:6:0:6:0:010-5:6'5:0:6:0:0'6-¥.0:0:054:0:01000'¢ 2,473 


AVERAGE HOURS RADIO USAGE 
PER HOME PER DAY 





Month * Hours 
WES VISE a. desisesccaidasiocnieaisoaiennee sion 1.95 
BNO crniivlenca eines peanaerosed aie wiewatelcears 1.87 
MAM iardcerpinie oko potions cistoneeinee wee sierDesisers 1.67 
August ......c.cccccccccsccccccccescescrecs 1.66 
BNENMUET = s2ciocccisrasecassavendaowalssebaer 1.86 
MEER | Sica cratwienanrsaloin ee doweeeeaun 1.89 
ON oo a. dcsap-aieoris careeecouin s/n ne ieatoawreaeos 1.94 
IE Scares c.g bebe icles ata wit pw aieia Swwrislsie 1.83 
Pen, WOOD o.s.ccisccidsccwiswsivnecievieses sic 1.86 
February ..0..cccccccccecscccccceccccccsces 1.82 
IE css lara cin ois ein seco arrears WNW orn wear 1.98 
I cccrsisiessan ge een waicconeciepaiewcehwicina's 1.86 


Source: A. C. Nielsen 
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It’s all over but the count:61,030,000° 


ship . . . a record-smashing demonstration of net- 


That’s the count on the Patterson-Johansson work radio impact. As such, obviously a hit with 
fracas—carried exclusively on ABC Radio. It has sponsors Fiat and Bristol-Myers. And a sample 


99.9% live clearance. 98.3% coverage of the U.S. 


to figure as the biggest figure ever in radio showman- of the big-audience programs ahead on ABC Radio. © 


ABC RADIO NETWORK 


*SOURCE: BASED ON SPECIAL 100 CITY U.S. TRENDEX, JUNE 21, 1960, PROJECTED AGAINST U.S. NIELSEN 
COUNTY BREAKDOWN OF 1959 PATTERSON-JOHANSSON FIGHT, INCLUDING THE CANADIAN AUDIENCE. 








Philadelphia’s prize reporter 


nnsylvania Associated Press Broadcasters recently honored WRCV and WRCV-TV 
awards for outstanding news operations — the largest number won by any radio 
levision news department in the Commonwealth. These citations are particularly 
igful, coming as they do from a ‘‘jury”’ of professional broadcasters. And from the 
of Greater Philadelphia comes further recognition of the superior news service 
endered by both of these stations. WRCV-TV’s 11 PM News and Weather programs, 
tance, attract the largest viewing audience in Philadelphia, according to Nielsen.* 


*“NSI Jan-April, 1960 


award 
First Place for Dis- 
tinguished Contribu- 
tions to Freedom of 
Information. For re- 
porting from Trenton, 
New Jersey, on the 
July 1959 incident 
when one WRCY-TV 
newsreel camera was 
smashed while filming 
a disturbance during 
the last steel strike. 


award 


Second Place for Out- 
standing Radio Re- 
porting. For Tom 
Pettit’s dramatic on- 
the-scene reporting of 
an eccentric elderly 
lady who barricaded 
herself in her home 
and held off authori- 
ties with a shotgun 
for several hours. 















Special membership 
One nale)iae) Ol tetebiee 
ing Membership Co- 
operation. For many 
news contributions 
made to The Associ- 
ated Press. Specifi- 
cally for providing 
A.P. members with an 
exclusive interview 
with the sole survivor 
of a commercial air- 
line disaster near 
Williamsport, Penna. 








— 


award 
First Place for Out- 
standing News Opera- 
tion. For its ‘‘overall 
news operation,’’ sta- 
tion WRCV-TV won 
the coveted first place 
award. This is the 
highest award given 
by the Pennsylvania 
Associated Press 
Broadcasters. 


Second Place for Out- 
standing Reporting. 
For the WRCV-TV 
overall coverage of 
the long steel strike. 
Of the 35 individual 
film stories made dur- 
ing the strike, 15 were 
‘*fed’’ to major NBC 
network news shows. 
This operation gave 
WRCV-TYV more loca] 
originations than any 
network affiliate. 


WRC WRCV-TY 


NBC Owned Stations in Philadelphia ¢ Sold by NBC Spot Sales 


award 
First Place for Out- 
standing’ Coverage of 
a Special Event. For 
the special program- 
mine WRCV Radio 
broadeast during the 
Congressional hear- 
ing conducted in Phil- 
adelphia by Congress- 
woman K. Granahan. 











| want to speak to all you young advertising people... 


p 











‘‘I’m Emily Tipp, the Tip 
Top Lady. My Tip Top Bread 
is just a teeny bit better 
than any other bread, and | 
like to think our Spot Tele- 
vision campaign, too, is just 
a teeny bit better than any- 
body else’s. Anyway, it’s 
been very good for us. And 
we've found that spot tele- 
vision and radio is so won- 
derfully flexible. We buy 
only the markets we’re in, 
and the local stations put us 
right in prime time, where 
we want to be. The Tip Top 
Spot Campaign is — ahem 
— tops. Those nice young 
men at your nearest H-R 
office can tell you all about 
spot. They’re charming. 
And so cute.” 


GR 


Television, Inc. 
Representatives 


Voiced by Margarette Hamilton / Produced for Ward Baking Company by Goulding, Elliot and Graham 














Buying Patterns of Oil 
and Gasoline Spot Advertisers 


his month’s tabulation of gasoline and oil spot TV adver- 

tising has been expanded to show a breakdown on a region- 
al basis in order to reflect schedule variations in alignment 
with the regional nature of this particular product. 

The schedules for each advertiser represent spot activity 
during the first quarter of 1960 in cities monitored by Broadcast 
Advertisers Reports in the Eastern, Midwestern, Western and 
Southern regions of the United States. 

For each city, the figures below represent a variety of ran- 
domly sampled weeks during the January-March 1960 period. 
It is important to note that the recording weeks for the markets 
differ. 


Sign-on—6 p.m. 6-11 p.m. After 11 p.m. 
EASTERN REGION 
AMOCO PETROLEUM PRODUCTS 
BaHWNOTO< 0:0 0-0. 0:0:0:09:0 De Sy Ras a 9 0509 69956550504 0590090 40500044008 ENS 
asc a ee ecauweusevestasweesene DUN 6 p10009:4.50eesennneoeeenene case 
DN bacniipawsckienay cas eaeneere nee MINS ssa cns een cineeesrneban anaes 
Harrisburg-Lancaster- 

IR oo. sicacomsleananeeweenuous Sas F500 GU Die oc ecccccceceese's 
ee ee err rs POP ON Bis oo. c0necasecsecesenee 
PR NOE 6546 0:0cic-cianrn sb eeeieceicwiwn eens DP I Moo 0 snk 5406.00 66eneacwes 
Gy o.5-6.0-0:00ccicdneeesineswieseee PN 6 oaas non aneehbateenenewawons 
Pittsburgh... cccccccccccccccovccescece 1-30 WIR, POTes cccciecccccecccccovces 
PRI so 5:0 :i0'050:6 16-1078 840 20 oe Geese os Fae CG Dia a5 2s swsndesccesionsans 
ee OLE eT Te RTE Te Gs BRis 60s peeencivcserecwecs 

CROWN PETROLEUM PRODUCTS 
NEN a6 scenes eawtstesersn sees’ See ere re ne 
GENERAL PETROLEUM PRODUCTS 
6 -6acs sso cstnicnwesecnacacuoem PE E565 TkREN SSR ACA EN EAS 
ROW Wie seco 00 voce DP cxeeeseeneew 10:20; Is 6:4 69:0: <0000 5:20; 6:60... 
Ps 5S sinceasewsessdewewenes ewe Ps 3550466 sad waa waenwn 
JENNEY PETROLEUM PRODUCTS 
Pinon Vion os scp eenbonsewnseeeuws PETG 6h dsdwewisiewacnice Gs 6sse000 
PRIUIAII so 6 0:5 6.00.00 0005 9040005400908 PAU ii0aio.4.000s. 00 seen iwedaneenans 





It is therefore not valid to make any inter-city comparisons, 
but rather only intra-city comparisons among the brands. 

A theoretical example of how the table should be read is 
illustrated below: 
6-11 p.m. After 11 p.m. 


SHELL OIL Sign-on-6 p.m. 





Chicago ... 


In Chicago, Shell Oil ran two 10-second and six 60-second 
announcements before 6 p.m., three 30-minute periods between 
6-11 p.m. and nothing in the time period after 11 p.m. 


Sign-on—6 p.m. 6-11 p.m. After 11 p.m. 

KENDALL PETROLEUM PRODUCTS 

DD i o.0.0 69:0 4senedevssesersunsrses i PEELE TEEPE ee 
SHELL PETROLEUM PRODUCTS 

Ballimore. . oc cccccccccccccvccscccvers SoS GA, POF os occ ceccciccccvsccoessee 

ivan ossuwwintesnyeesnkun se canes BAD BI is 4 6 06.5:0654 5460608840042 

ee eee ee eT r. Vaey DNS HA, Pes 0 655.00484440900% 

DT ccs chautsaueeneaeense sees ey eer Is an hn 200 edcnsdeeee 

. . PEPE PEPER ETEEEL ee Tee Pe inn os aeuéwsencabeneens 

Syracuse... ccccccccscccccsceccescecs D910 GIA, POF. 50s ccccvccvecvecseisece 

Washington. .....cccccccccccccccvcves S-S MIR. POF.. oc cccccccccccccscecece 


DING a5 x50 00 500060540008 s dense 10:60; 5-10 min. per... occcscccccceece 
DG 6 i5.08409 064 sen aewseenseseesews 5-10 GR, BOR ie 2 occ cesccesccscecvese 
DNS 5 6:0 66:06 60s nonce 6088594940884 S10 GOR GMa eo oon cikchcsectesvesees 
Harrisburg-Lancaster- 

LOGON: 2 oc ccccccccccsccccvcescees BED. cceccvevvccecses 6:10... ccccce 
OSI 5.60 0. 5.0:0:0:0:0.6:0:0:6:010:0:006080 00100: S10 GIA. MOF.0 oc ccccevcccevcevesens 
POG Ws os 0:56 wie osc cccnesiensoecenes eT | Seer TTT eT ee 
PUR ONE 02. vccccosccvcccccececeses SAD GUA DON «0 6 6 0:0:6 5.055 0:000 08 000-48 
PON. 6.00 6:0-4:05.0:600:600090000000100% SBM OR v.66 6 600500060. 00009509:9% 
Providence... 2. cccccccccccccccccccccs 5-10 MIR. POF. oc ccccccccccccvccsece 
SII oo 60010 o06010'0'0:0: 9100 0100549050608 ST GIR Bia 5 650 :00500 460080 s00000s 
Washington. «2. cccvcccccccccccvccsecs O-10 GER: BOW ie 0 6 6:010:06:0.0:8084400:0090% 


To next page 
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SCHWIMMER-STORY 





AE LOVES CB 


EVEN MORE THAN CANCELLED CONFERENCES 


Account Executives are not always Right. 
There is usually a research director or a mar- 
keting manager or a media buyer or a client 
to point up this fact. But once in a while they 
luck out. Like the other day when three 
different clients had regional problems. AE sug- 
gested Championship Bowling, market-by- 
market. Each client said fine, knew it was the 
top filmed sports show for six straight years. 
Research blessed the audience profile, market- 
ing applauded the merchandising potential, and 
media knew the cost per thousand is fantasti- 
cally low. They all said, “AE, you are Right.” 


AE’s wanting to avoid a persecution complex, 
write or wire, Walter Schwimmer, Inc. 
75 East Wacker Drive, Chicago, Illinois. 


CHAMPIONSHIP BOWLING 








“Championship Bowling’’ can be bought as an hour 
show or a half hour show every week, or as a half hour 
every other week, nationally or in selected markets. 














REPORT ON SPOT continued 


Sign-on—6 p.m. 6-11 p.m. After 11 p.m. 


SUN OIL PETROLEUM PRODUCTS 


RNs 96: ievcrsisiocieisisie saiaeewacoeoie BER BaD. Oe 6 6.0 6.0.66 0-00.e00-00 
I aioe ieibaarelsie io pica uerele aatareelpieneeiere Gare re 
Cs iaslackiunmdecw eww acesaceaer MING wretsavseniy etn s.or-ow mien eaewes 
Harrisburg-Lancaster- 

MPMNMN Na 514e sores ie oan taro Seaseioreisoinsieks ID Sonccaiaraarcs nso andemeee@are 
NE gaseres Oa tieaidcipriwisraeielite pacalgsinions BU PO ccienwiersececiwosemovess 
ENR co ititiotes eamenaaietauicrs EM satatarstseversie-pawiaree wean urea yieiNs 
ONIN e655 59s sid wiensicinie wleiavels wice were NE oo vine baie OkhGs de ces enawes 
WMI coke Saitesio:t-sGiSrsinsivlowisiowaheeiels i ocinrs saWiewsieccewaniew wie 
EMUNNNIN 5 5,'0 1574 -:4ciaieioralateiiaieslacuveleeeiere SENS osisciciaisieseeeeremm@ernnne 
NNOD yo coos sicisicsies EOD as eieveieiaeatornele PEN 5.66 4s Seiesesices suewses 
IIR a6 0's 001 ui. oot ate asta Sislavens 1390; 1520; 1-30 Win. Per.... .ccveseves 

TIDEWATER PETROLEUM PRODUCTS 
BM itecceweateasioraes PINE aavicw GliseieeSeaiewisieuislenencneae Gaus enaienaicneawes 


MIDWESTERN REGION 
AMOCO PETROLEUM PRODUCTS 





NUN a oasis Sele eicienesioniesnesteesws Pee INE cisrocien wis eoreienieareweus 
ASHLAND PETROLEUM PRODUCTS 

RNONIN s ohne erastho sraterste snare -ctarersieteisanen Pe Nis 50. ccrrccewsewceseewen 
ATLANTIC PETROLEUM PRODUCTS 

MMNRIINING 7 ataya'o)<la/eiaigioialelels lA ie kic-sisieviddie-ee ais ee sawse saw aas 5-5 min. per. . 
BONDED OIL PETROLEUM PRODUCTS 

RENN J -cin'a ies slcisteeviwalve Sater erasia(erors. SD UNC os 6 craiea leas acaewale sews 
CERTIFIED PETROLEUM PRODUCTS 

IRs sieccicicrereenes celeaion Sein Water varaleiee rea aie ome arene oe 5-5 min. per. . 
CONOCO PETROLEUM PRODUCTS 

MIE 5.0156 eisiadinsciewclemes casera eer eee 

PINE ss etaiccsniecsnunweesanoties PE PU cde enaces are 

PRE UN s sivas cvs awicawsieeeswueic DEE y aoeter oe ee et re 

PDN Siero Visiesneunevoesenawen's jie EE Suahiinauasa <aeoeies salnioanvesiars 

South Bend - Elkhart. ......ccccceccecee Misisiesewees secure FRSA eee er ee 

ip Rc leiniiiesiecs canta asetarewe MEME. wicsls we aaniecwiiannaonmersasis 
DRAKE PETROLEUM PRODUCTS 

Lansing - Flint - Bay City............000. ET ee ee eee eee 
D-X SUNRAY PETROLEUM PRODUCTS 

I SG path ipwicsicniswrossaueGnuswre RoE WOT 5 06 00 66 decceseressonwe 

Evansville - Henderson. ........sseeeeees Pa IN 56.4.4 6 eseeaciesmeswegeis 

RINE 5 as S:c:0piccewinevie wren sees cos SER c 5.6: botveeeeeoeeeeeesee 

LEE CT Toe ¢v:6eeie Fe GUN, POR c.ccccccccssesccneseue 

IN oa w'swenicenenneswsewenesnene DaOe Wy GE es <incrccewicewisccseeennee 

PI oi a aikcs0doneeaecue ee § MN Rcd e519 ripea-cwecieeicieenisidie 
FLEET WING PETROLEUM PRODUCTS 

Cleveland..........- 2:60. ccecccesees Date ceeea Nenede Ooannnnseeenys 
GENERAL PETROLEUM PRODUCTS 

SESE o's adaicga acted wuiewinennieeuen BRIE PONDS <.056:0'00-0'0:0:0-6-0501050 Sete SFoe nes 

ee ee RES aii eins sateen PE E86 54 0:09.40 601544 00k bebe 

oy nd) a, EL ee re BE ace aicisas DoewWewieeeeeeeewewene 

PINON 3 50.0) 9:9:4540-cniciee ae acwees pees Se a6aur ieemienipernineiewieis ere ersreve 

Lansing - Flint - Bay City. .......2.eeeeee Depew aa ewes wen aes eee seen 

PEED o'5-055.6.0:9 6:06 cccawiecineee ein pia FON = 556 6Weociexiwiennwaseswme sas see 

PAIS EDONE < 6-0.0 0.01010 ccc viccssesonesene TOIDOs GiB oo. cccccceee eres 

South Bend - Elkhart. .........-+00- ccces VO WM DOT scccccccccsecesceces oo 

BIR aaa Sw arenisiig pisinie on eis ewiereaniees re Ne 5 96.64.06 9-00. 06 0:0de 000048 
GULF PETROLEUM PRODUCTS 

igs 358-4940 4060 6aw ewes wee wareve” MES a sie enereeeres itehéamemeeen eon 
IMPERIAL OIL PETROLEUM PRODUCTS 

64:5 2 cc rviedicisicionmeeaeeese Gwiea, NA EN Eee eee cewins esse Sie ee Sereeie 
LEONARD PETROLEUM PRODUCTS 

Ne ono wis 6 pesceavcoste repens « VFO MIR, POKis.s.ccccccccceccscecsces 

Lansing - Flint - Bay City........ Seccecee 2-30 min. Per..ccccccccccccccccccees 
LUBRI-LOY PETROLEUM PRODUCTS 

St. Louis. occ cccccccs 1-5 min. per....... STRAAPORET ROOTS SONOS EOE ENON CCSS 
MARTIN PETROLEUM PRODUCTS 

CE eer | ae reaepes SVD. sc5s0 
OKLAHOMA PETROLEUM PRODUCTS 

Indianapolis......... WB so 5 0:00. 0:0:0:0:0,0:0:9:0:0:0:0:9: ee re ET 
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Sign-on—6 p.m. 6-11 p.m. After 11 p.m. 
PATE PETROLEUM PRODUCTS SCHWIMMER-STORY 
IDs esc hn ntuicumneseaanesenes 1-30 GIR. POF... oc ccccccescvccccoecee 
PHILLIPS 66 PETROLEUM PRODUCTS 
NL a nrccass ani enakausame eens 1:60; 1-30 min. per... ccceccccccccece 
PIES nic canGraascasseneaven sees NSO WG BE 6 osc cenecdersdevensoes 
DE sinks nuicomcnwemwnsmewuen saws S10 WIA. POM eg 00 05 ccc cecsvwecccecs 
er re ere ee ee ree ee 1590 THA. BOR. 60:0 iveinc eens cesses 
BR ines 0s. s4 cas cadanneeneuswaak S290 WH, POF. 0 6.0.05:05s 000 ovcwcce sine 
Saas sD Dee Ww ete cinema Sa Oe MN 6 sie Sun seshanegasere 
PIN sk copie eins winvseies is aweieeure es S10 MIR, POT... oc vccwvcccecveceecece 
SEE ait crnawasaseweenene is ee Ns 2 crew reine haste seaeees 
Lansing - Flint - Bay City............005- 0 PSs 650i b55055008000008 
bigs ane aba ne bea kaw ce che ake ae is 6 0-09 6 0s 8ebenseesees 
PR cvinskaacannesvaeeenninetns S210 WR BOliso 6.080 ccccscsveseeeces 
NEE Scere seiiicacanaewokwee anc 1:60; 1-30 min. per... ..ccccccccccces 
UNG css serbawaeneire se beseaah esos OT Se eee ee ee 
PLATOLENE PETROLEUM PRODUCTS 
Evansville - Henderson... ............4+. Bs Kcacsnsnekwenesiayaenentmanen 
PORTAGE PETROLEUM PRODUCTS 
South Bend - Elkhart...........0e.eeeeee 2:3 GIR, HOT. 6.2 + 0.04-0:400:045165 054900000 
PURE OIL PETROLEUM PRODUCTS 
PEL inencntesaecasneanabsaws PRS a aca pisioe amare ane FOES saawen 
Indianapolis......... PRS Gs 6 655.9:05:4s0-06.500 ocean ecsoweenaumenen ees 
SHELL PETROLEUM PRODUCTS 
RNG eo calanviaiatenGu iamivalsie sme 50s vem S-15 MIN. POFis occcccccvessccecovece 
CN csicuisciedncewnensswsesaes ees 3-10 MIA, POF. oc cvcccccvccosccecess 
IES Sooo sicaesa aves ava e es wow eres Sa eee ey 
SNR Seip cawu-wcns os wowies kaaaawee SoU WN POEs oc cnn rccndceecsevses 
BES Soweikcsaiicesiconenaans<cunens See 6-5 min. per. . 
DEEL stints ouetincua ceca ee aah eee eae eesee aaNet nae 6-5 min. per. . 
Evansville - Henderson.. 4:60............ ee I hs 5660 044000 veesnnoneee 
en i tiga Sata serene og Va pas nse a arn ae eS TEC Bete Os iia nade eksceenseneenees 
Fort Wayne......... $-5 GR POs 605% 1s2Os 2-10 WHA. OOF. 0 2 0 ccvccevescccs 
EN ne: boinicicaeat acieeanwenanees Gr I oeS.csansianeceseeeanne 
I oo oko 0 ewecaccernecsense Deas DSS A, PEs occ ccccccecvecsee 
Reteantabeinie alae referrals tate wines o-s-e-eor Bote Ws HOR. 60 600106 000:000-056-0089 
a, re 2:20; 5-10 Min. POF. sc ccccccscccccces 
cain ar dvrenace ba wine eeaene i ke ee ee eee ee 
NG aiwnnocalorehs<cetnrcncatas wieenir's aw 6s 1-10 min. POF... « ccccccccccecccccsee 
SINCLAIR PETROLEUM PRODUCTS EVEN MORE THAN OLIVES OR LEMON TWISTS 
Milwaukee.......... NN karen asa svt Sarre ery ee tre rey 
oe oe This AE may not know all he could about 
3 eee Pi caeewee can ee re ; h k b b ‘d ; 
SPEEDWAY 79 PETROLEUM PRODUCTS bridge, but he knows about bridge players... 
= all DTS UII Dee NAR toe 3-30 Win, POle<cocccccescccccesscese About their fantastic loyalty to the game... 
STANDARD OIL PETROLEUM PRODUCTS and to the show they refer to as “our show” — 
oo 1 basketball per... 6-15 min. per... .....eeeeeeceeeceees ‘ ‘ ‘ ‘ 
Cincinnati........... aR: oie a aricitiecauuenuncues Championship Bridge. 10,000,000 bridge play- 
Cleveland.......... We iisiscinssaxs 24:10; 5-10 min. per..... 9:10......4. ers watch the show. They write thousands of 
IIR eo iceeerces oe : er eccvese 25:10; 2-10 min. per..... eee letters of thanks to stations carrying “their” 
seaeauptW ats atearererare are PT NR as ane ca acess cheese was waues eee ewteesee . ; 
a ee: OR ‘en show. Their profile looks like many others 
Des Moines.......... Di wcinw caress Si winks eenncheaeseuwes eaveewes except for a bulge from fatter billfolds. And 
Res vic Oicnerwoneeswrneacaerente -1 oct aver oare idee ewan RGNES ‘ . . 
— : a ee a they watch with unheard of interest. Avid. 
Evansville - Henderson. 1 basketball per... 3-10 min. per........---eeeeeeeeeeee Our AE’s client likes this interest. So does his 
Fort Wayne... ses 1 basketball per... 2-15 min. per.;......2eeeeeeeeeceeee comptroller. So does our AE who sold them 
Mnaare ner eeNier Wee eres seek O DEG NESS 1-30 min. per... ...cccessccccccccees bs 
NIN aisi5c-oewwinsvieouoeuain bioes Ns BVO WER, GEE s 8 cece eswccees the show. He likes being a hero. 
roiern Np Siete ee lbie is twee ~le Ie gig eres wine are we we 1-30 aad Bo aivec wines. a aber waren For a completely one-sided story, write or wire 
POEEIG exw arianaale ewok mexsaas BPD I Rie so 06 .5:6:5:0'09-040506 40600 : 
Lansing-Flint-Bay City. 1 hockey per.;.... 5:60; 3-15 min. per.........+eseeeeee Walter Schwimmer, Inc., 75 East Wacker 
aainte elise wre eaten Se eT eee rT rr ee Drive, Chicago, Illinois. 
Milwaukee.......... 1 basketball per... 5-10 min. per... ....- ee eeeeeeeeeece ¢ 
Minneapolis......... 1 basketball per... 5-10 min. per... ......eeeeceeeeeeces 
South Bond = Elthart:. ...ccccccccccesevees Sete TN Ris 6.0006 sa ssasegseesese CHAMPIONSHIP BRIDGE 
i Oe 1 basketball per... 5-10 Min. POF... .ccccccccccesccccees 
TONED 6 66.6.0.4460-05-050 Re rn 29:10; 5-10 min. per... ccccccccscscece 
“‘Championship Bridge with Charles Goren"’ resumes on 
— om vn Cea ABC-TV Sunday, October 16. Minute announcements are 
IG toa a inva aurase ins alowstatasiatanieig alate Dk « bd600e se SC ESO eRS issn swinic available either on a 13/26 week or 26/26 week basis. 
IIR. ioc vad semen aeecn we ses Baxi ccneseueseews 1-5, min. per. . 


To page 27 
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Unequal Time 


for the Delegates 
from Corinthian 


When the smoke clears away from the politi- 
cal conventions in Los Angeles and Chicago 
this summer, someone may well point out that 
Corinthian’s “delegates” were seen and heard in 
their home areas more than the candidates. 


The reason is simple: They went as electronic 
reporters, complete with cameras and mikes, 
curiosity and zeal. 

In the first major TV-group effort of its kind 
Corinthian is fielding a 14-man team for conven- 
tion coverage. 

Why go to such expense, when national cover- 
age is on tap at the flick of a CBS switch? 
Because we want local and regional coverage to 
complement CBS’s superb national coverage. 
Because we want to tell an intensive story of our 
respective state delegations. Because we want 
to view national events with local eyes. 

Each Corinthian station news director, work- 
ing with his own cameraman, saturated with 
knowledge of local political situations, interprets 
events for his specific local audience. Through 
video tape, sound on film and voice over silent 
film, we provide audio-visual coverage; through 
on-the-spot reporting via telephone we fuse TV 
and radio into one electronic medium. And, at 
a time when the conventional pattern of conven- 
tion coverage is to sell station breaks as com- 
mercials, we’re integrating them with special 
political reports. 

In a special sense, Corinthian is playing poli- 
tics for all it’s worth—the politics of intensive, 
explicit local news coverage. This is not group 
journalism. Jt is individual station journalism 
through group organization. 

Our five TV and two radio stations thus 
achieve even greater identification with their 
regional audiences—and vice versa. 
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Responsibility in Broadcasting 


Pee CORINTHIAN 
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KOTV 
Tusa (H-R) 


KHOU-TV 
HousTON (cBs-Tv Spot Sales) 


© KXTV 
SACRAMENTO (H-R) 
© WANE-TV 
Fort WaynE (H-R) 
© WISH-TV 
INDIANAPOLIS (H-R) 


WANE-AM 
Fort WayYNE (H-R) 


WISH-AM 
INDIANAPOLIS (H-R) 


STATIONS 


REPORT ON SPOT from page 25 


Sign-on—6 p.m. 6-11 p.m. After 11 p.m. 

SUN OIL PETROLEUM PRODUCTS continued 

IE 5s 6S 406.095 00655500080055604% Se re eee er er ry ee re 

Prise sunwecesabanesanwensuate Ds 6:9:845 444994505 090595080 580080 

Fort Wayne......... i ee ee FOTO; 1-90 ain. POF... .o co vccesccceceecs 

PIII 69,5555 00 esuskusbaxenenad ECP TPT Ter CT Tee Ty TT rt pee A 

SOU Dae = TANG nec sivecvccncsccves Ca ie o.bkasessnonsaavenaees 

PC ckdubnweseueeeushuekseesekane 1:20; 1-30 min. par...ccccccccccece « 
SUPERIOR PETROLEUM PRODUCTS 

PE Ni 960 o544seaydansewanasceee GH 6.64.6 4069 45 SEMEN SEAN Skee SANS 
TRESSLER PETROLEUM PRODUCTS 

Oe eee eer ee eee eer 
WISCO PETROLEUM PRODUCTS 

Milwaukee.......... eS esanectenwe i eee ere Pee A nsaNns 
WYNN OIL PRODUCTS 

PID enit Shed acs sueccswewesees i | PeRrerrerrrrriiririr eee 


SOUTHERN REGION 


AMOCO PETROLEUM PRODUCTS 
Asheville - Greenville - 





SN wine a sis cenkonsaeennees oy t Se Terrrerrrr rrr rrr ere e 
Charleston - Huntington. .........eeee00s De CNR yn 0805 50:55 082006000280 
ES hw as ene sase5enbuesnanseus ae oe Serr rrrrrrerre rrr ir 
PNG Ries Sane anweeeennesnsenes DeUUy Ds 6.0:6.45.0400620 e209 s00s0009 
Gach sgseeswee ene wassaeceneewn DD GA, WOR sc 0010400080000 00n0406 
As 0 ashn Kae nena enewen een PE sand ences euntadsesenseesegeues 
PG enn ccacaunes eter 1-30 min. per... ccccccccccccscccece 
IT RG indusiwnes cudseneseasdeue Pa I OE 6 6 5.00060655 90905900008 
Roanoke - Lyndtburg. ...cccessesceces « VFO IR, POF. 0 cc cescccscccsccscees 
Tampa - St. Petersburg. ........+eeee00s MD Gide cad ee6s cies eaeeNn ons 

ASHLAND PETROLEUM PRODUCTS 
Charleston - Huntington. .........eee0005 COU OU Rik 6 hones seesesesinesees 


ATLANTIC PETROLEUM PRODUCTS 
Asheville - Greenville - 


NBs 660.650 0460658500 eness PET ee ee 
es 65 6445566546044 K 60S e fd Serer TT Tere er Te 
TIN 6.6 46h wooed essa nevensius Oi OR: isa 5S: 6h sko se anteweennens 
DC ccnnckineapesieeceeseesuneees Ee eee eer 5-5 min. per. 
i aceuseNed ease seagaeen PE BUR abs vanes sssoneneen gwen 
Roanoke - Lynchburg. .......--2-eeeeeee S-5 min. POF... occcpsccccccccsvccecs 
CITIES SERVICE PETROLEUM PRODUCTS 

i Er ee et ee ee ee ee er er re eer eee 
COLONIAL OIL PETROLEUM PRODUCTS 

Jacksons. «00.0602 POE tneeeens ia skedsQaseeseieuaieenesaneee 
CONOCO PETROLEUM PRODUCTS 

Pe Rsk od ndescsevnieeedsson des ME Gouuss orceese Nees anniee arses 
D-X SUNRAY PETROLEUM PRODUCTS 

Pr Gbkesasouceecsuseeceuceknsees ee eee eee ree ee 
GENERAL PETROLEUM PRODUCTS 

a, Ee en ee Bs sukGaneeasaeaeeaenenyenearas 


GULF PETROLEUM PRODUCTS 
Asheville - Greenville - 


Spartanburg ...... T Dee rig «ND so nas oc once ns nece cence enews 
ae ne rowed e eee CS eee en a err ee rr ey tryed 
ee SR FM co nneedabeees bbws ese nus susauveteeeneuees 
LION PETROLEUM PRODUCTS 
PAGING .2.0.0:0:0:0000:0.0 ee ae WE a 405k chee eke s eA eneneon 
Seheeguewes suiew es Ce NG Base oon ets secne suns gesacenswenensesiens 
New Orleans........ ER tee eee ee er ee ere er rer eee rier 
PENNZOIL PETROLEUM PRODUCTS 
Jacksonville......... MC RGhaa kos daousiewensesban ence ere eeeew beceuwinns 


PHILLIPS 66 PETROLEUM PRODUCTS 
Asheville - Greenville - 





Spartanburg. ....cccscccccccccccecs Si PDs bi aes in veasevsinvenvenss 
Ns as ik cen 2 55545 eee essnesens So WE, BOR ioc nccctccccsnnsecnse 
NGI os 6 oe 5aeesenesesweese sas 2-10 min. per......-.++ 1-5 min. per. . 
ONE. ccccccccvcveveccecesseceess ee PTT Pere e ere. ere Shi 
PRs ose ssvscusncsecsenteseex eee re SE er 
ES diva sn cuadnnsnausyeesssesewen B-1O GIN. MOT ic oc cece vecwcccceseess 
Es 9 is 00 4:5:59.5:409090 0004050094008 S10 GIR: BOR. s 6 cis cccdsccscesvacnes 
Roanoke - Lynchburg. .......-eeeeeeeees PGs ciwknarcteseseAeueseensensaus 
Tampa - St. Petersburg. ........eeeeeeee eee BPD OUR: Rs ssi is 46 keseneseens 


To page 29 
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REPORT ON SPOT from page 27 


Sign-on—6 p.m. After 11 p.m. 





QUAKER STATE MOTOR OIL 
Roanoke - Lynchburg .. 1:20 


SHELL PETROLEUM PRODUCTS 
Asheville - Greenville - 

Spartanburg 1:20; 1:60; 

5-10 min. per 
. 1-15 min. per 

4-5 min. per. 
1:60; 4-5 min. per.;..... 5:60 
1-10 min. per. 
2-10 min. per. 
1:60; 2-10 min. per. 
3-10 min. per 


SINCLAIR PETROLEUM PRODUCTS 
Charlotte 
Richmond 


STANDARD OIL PETROLEUM PRODUCTS 
Asheville - Greenville - 
Spartanburg 5:60; 5-10 min. per. 
Charleston - Huntington. 5-5 min. per. 5-10 min. 
Charlotte 1-30 min. 
Memphis 
New Orleans 


* .SUN OIL PETROLEUM PRODUCTS 
™% Charleston - Huntington 
& Charlotte 
Jacksonville 
Richmond 
Roanoke - Lynchburg 
‘ 4 Tampa - St. Petersburg 
; WYNN OIL PRODUCTS 
} Atlanta 


Jacksonville 
Tampa - St. Petersburg 


WESTERN REGION 


AMALIE PETROLEUM PRODUCTS 
Houston 
AMOCO PETROLEUM PRODUCTS 


Houston 


CARTER PETROLEUM PRODUCTS 
Denver 4:20; 1:60 
Portland, Ore 
Seattle - Tacoma 


CONOCO PETROLEUM PRODUCTS 





Houston 
Oklahoma City 
Salt Lake City 
San Antonio 


DUPONT PRODUCTS 
Seattle - Tacoma 


FINA PETROLEUM PRODUCTS 
Dallas - Fort Worth 


GENERAL PETROLEUM PRODUCTS 
Dallas-Fort Worth. ... 


Sign-on—6 p.m. 6-11 p.m. After 11 p.m. 


Portland, Ore 1:30; 2:60 
San Antonio 7:20; 2:60 


GEORGES PETROLEUM PRODUCTS 
Dallas - Fort Worth... 

HUMBLE PETROLEUM PRODUCTS 
San Antonio 

LION PETROLEUM PRODUCTS 
Houston 

PHILLIPS 66 PETROLEUM PRODUCTS 
Dallas - Fort Worth ... 3-15 min. per 
Denver 5-10 min. per 
Houston 3-10 min. per. 
Oklahoma City 2-15 min. per 
Salt Lake City 5-5 min. per. 
San Antonio : 3-5 min. per. 

3-10 min. per 

PREMIER PETROLEUM PRODUCTS 
Dallas - Fort Worth 

QUAKER STATE MOTOR OIL 
Oklahoma City 

RICHFIELD PETROLEUM PRODUCTS 


1-15 min. per 


Los Angeles 
Portland, Ore 
San Diego 

San Francisco 
Seattle - Tacoma 


SEASIDE PETROLEUM PRODUCTS 


5-15 min. per. 
1:20; 1:60; 
5-10 min. 

Los Angeles 

Portland 

San Francisco 

Seattle - Tacoma 


SKELLY PETROLEUM PRODUCTS 


Los Angeles 
Oklahoma City 
Portland, Ore. 
Salt Lake City 1-30 min. 
San Diego 1-30 min. 
San Francisco 
Seattle - Tacoma 
TIDEWATER PETROLEUM PRODUCTS 
Los Angeles 2:20; 3-15 min. per..... 
San Francisco 2:60; 3-10 min. per...... 1:10 
Seattle - Tacoma : 15:10; 1:60 
TYDOL PETROLEUM PRODUCTS 
Los Angeles 
UNION OIL PETROLEUM PRODUCTS 
1-30 min. 
Los Angeles 1-30 min. 
Portland, Ore. 
San Diego 
San Francisco 


10:20; 1:60; 
1-5 min. per. 
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‘FRITDAL WE DOINGA 


Clarksburg ~ Fairmont * Morgantown 





IN CLARKSBURG: 

Roger Garrett—MAin 4-7573 

IN NEW YORK: 

Lee Gaynor—OXford 7-0306 

Represented Nationally: Avery-Knodel, Inc. 








In Television too, a station is known by the companies it keeps! 
Here at WBOY-TV our sponsor list reads like the “Who’s Who” 
in local and national advertisers. Yes, Iron City Beer, Lever 
Brothers, Ford Dealers, Gulf Oil, Carlings Beer, Domino Sugar, 
Carnation Milk, Hope Natural Gas, Procter and Gamble and 
U.S. Rubber are just a few of the firms who buy BOY to tell and 
sell 150,000 TV families in the heart of Central West Virginia— 
families with almost ONE BILLION DOLLARS TO SPEND. 


rRiENOLY 


Member The FRIENDLY Group | iQ } John J. Laux, Managing Director 
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CHANNEL 3. 
More to see on Channel 3 with NBC. Don 
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By Gene Godt, President, BPA 





PROMOTION 


WHAT MAKES 
FOR SUCCESSFUL 
DIRECT MAIL PIECES? 


Something more than shapely girls or stacks of numbers is needed to win a timebuyer’s interest 


— last time I read a symposium-type article by time- 
buyers on the subject of broadcast promotion, I wrote 
letters to the people who had contributed opinions. One 
man answered my letter. Fortunately he had written prob- 
ably the most intelligent portion of the article which trig- 
gered all this, so I was already prepared to listen attentively. 
Here’s what he said (and I'll give you his name if you ask 
me for it). 

“I. ‘Trade journal promotion: Because of their forced 
brevity, these have an ideal format. However, they are fre- 
quently missed or not read because of the reader’s primary 
interest in the editorial matter, and the discouraging prob- 
lem of processing the books before the pile gets too high. 

“2. Direct mail: Although each piece is given personal at- 
tention, most of it is merely scanned and_ basketed as 
worthless. Ten per cent is read thoroughly and half of this 
is filed. ‘The worthless stuff usually features beautiful scen- 
ery and/or girls with call letters plastered all over the place. 
The opposite extreme features hundreds of figures, some- 
times undocumented, which are not needed and must be 
dug out of a different uniform source whenever they are 
needed. 


Never mail to a timebuyer’s home 

“The worst use of direct mail is the piece which arrives 
at home and hits the buyer after a tough day. Riding home, 
he thinks he’s successfully putting the office behind him. 
While donning a sports shirt he glances at his dresser and 
is infuriated to find the call letters of a certain station star- 
ing at him from a mailing piece. 

“Good direct mail: (1) Is brief. (2) Is well-produced. (3) Is 
interesting. (4) Has a worthwhile point to make. 

“3. What direct mail gets read thoroughly and more than 
once? We all have a little gambling blood in our veins, and 
everybody loves something that’s free. The contest, if it is 
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brief and uncomplicated, gets fantastic readership and warm 
welcome. One pitfall to be avoided is the contest which de- 
pends upon skill or hard work. Busy people will not enter, 
and those who do will be miffed when their elaborate 
entries don’t pull a prize. 

“Next to a contest, the free gimmick is best. There are 
two disadvantages—the expense, and the tendency for them 
to be taken for granted and not capitalized upon. 


Promote general local acceptance 


“On TV, where all the outlets in a market are VHFs with 
relatively the same coverage, we buy spots strictly on adja- 
cencies. You can promote to us the local acceptance of your 
network programs. You can also dwell on the excellence of 
your facilities, coverage, equipment, new programming, and 
general local acceptance. In a market of equally-good sta- 
tions, I believe a gimmick is needed to make TV promotion 
anything but routine.” 

There followed—a week later—a three-inch bundle of all 
the broadcast promotion pieces which had crossed this busy 
timebuyer’s desk during a seven-day period. On each, he 
had written a comment, five dozen of them, which I read 
avidly. 

To summarize this smart timebuyer’s comments, the in- 
formation you give a timebuyer about your station and your 
availabilities must be: 

1. Brief and to the point. 

2. Have a point of genuine interest or importance to 

the timebuyer. 

3. The more personal the better. 

4. Bright and attractive. 

5. Better than just “numbers, numbers, numbers.” 

Come to think of it, that’s exactly what my friend had 
told me before he turned to the specifics. And I hope it’s all 
heiped you, as it has me. END 
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-“ Lancaster-Harrisburg-York *. 


7 : is one TV market when : 
| s- you use WGAL-TV Pia 





a WGAL-TV 
wea Eo 

2 Sa : is favored by viewers in Lancaster-Harrisburg-York, 

plus Gettysburg, Hanover, Lebanon, Chambersburg, 

Lewistown, Carlisle, Shamokin, Waynesboro, and many 


other communities. Profit-proved for advertisers, this 
multi-city market is important to your selling plans. 
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Lancaster, Pa. 
NBC and CBS 
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STEINMAN STATION 
316,000 WATTS Clair McCollough, Pres. 





Representative: The MEEKER Company, Inc. New York - Chicago + Los Angeles + San Francisco 
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By George G. Huntington, v.p. and general manager, TvB 


THE TV SCENE 


A NEW 
HOME AND 
NEW FURNITURE 


TvB’s new offices in Rockefeller Plaza offer a variety of improved facilities and services 


hen television billings hit the one billion dollar figure, 
TvB was started. Now we’re at the 1.6 billion level. By 
1965, we expect television to reach three billion dollars. 

To help us play a role in attracting these added billions 
and to enable us to better serve the billion-plus we already 
have, TvB is moving into new and larger office space on the 
24th floor of Number One Rockefeller Plaza. This is your 
invitation to visit us. 

Form follows function and the form of our new offices 
reflects the function TvB serves. First, it’s bigger to house 
our larger staff and expanded facilities. 


Plans started with the conference room 


Take our conference room. Advertisers and agencies asked 
us for some place in which they could meet, where our mate- 
rial would be handy, where they wouldn’t be interrupted by 
phones, etc. So we started the plans for our new office with 
the conference room. In it, our members, retailers, manu- 
facturers and agency people will be able to discuss their 
problems with our people. 

They asked us for some way of showing local com- 
mercials, so we’ve added a complete R.C.A. color and black- 
and-white TV tape unit. In our conference room, you'll be 
able to see taped examples of local programs, local personali- 
ties, local markets . . . just as the home viewer sees them. 

There’s been a demand for a more efficient way to tell 
agencies the stories of individual markets. So we're suggest- 
ing that our members prepare tapes of their markets, tapes 
they'll send their representatives for use on our machine. 
Now, when you can’t visit some distant market, that market's 
rep can take you there in person . . . via tape. 

In the same conference room, you'll be able to view our 
increased library of TV commercials. As we add to our role 
the job of helping with advertisers’ creative problems, our 
film commercial library increases. If you advertise a beer, 
we can show you how many other brewers are using our 
medium. If you have a creative or competitive problem, 


perhaps this commercial library will help straighten it out. 

With tapes of local cooking, fashion, news, weather and 
other shows, with good examples of local retail commercials 
that went on the air live, we'll be able to show the national 
advertiser the importance of local television support .. . 
support missing in most categories. 

Because agencies make presentations to clients and clients 
to their own sales staffs and TvB members to most everyone, 
we've made a giant lightbox from which you can instantly 
select any one of over 500 different two-by-two color slides. 
These slides, combined with the films we’ve made, show 
the who’s, why’s and what’s of television. They’ve been the 
heart of many dealer meetings from bottlers to shirts. 

Because television is a complicated and technical medium, 
and because most of the people involved with it want to have 
all the facts they can get, the new offices will see our library 
expanding to more realistic space. The supply of basic refer- 
ence material and the professional know-how of where to 
find what we don’t have increases as the proportion of budg- 
ets going to TV increases. 


Central Telegence file holds marketing data 


Separate from the library is a solid bank of files contain- 
ing all the advertiser-media-marketing information TvB 
owns. This, our Central Telegence file, will greatly speed 
our ability to answer questions. It is the result of five years 
of gathering and is at the core of most prospect-client- 
member questions. 

When you visit us, don’t expect deep pile carpets—we’re 
not in the rug business. But do expect to see an office de- 
signed for the better and greater use of television. It was 
planned to meet the increased demands of our increasing 
industry. From color TV tape to film commercials, from our 
library to our Telegence Center, our slides to our people . . . 
TvB will accelerate the flow of facts about television. 

Some evening soon, look up at our office windows. If the 
lights are on, we’re in .. . come, be our welcome guest. END 
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NEW Look! NEW Picture Quality! NEW 4’ inch I.O. 
... the First All-New TV Studio Camera in 8 Years! 





Ask your RCA Representative for complete 
information. Or write to RCA, Broadcast 
and Television Equipment Division, Dept. 
J-121, Building 15-1, Camden, N.J. 


RCA’s new monochrome television camera Type TK-12 is new in every sense of the word 
...including startling new improvements in picture quality, significant new savings in 
operating costs and manpower, new features that help you sell! 

4% INCH IMAGE ORTHICON. This new camera uses a larger image orthicon picture 
tube—4 1% inches in diameter. The 50 per cent greater tube size makes it possible to obtain 
far better picture detail than has been possible before. 

FUNCTIONAL STYLING. A ‘new look” to identify this camera with the ‘new 
picture” has been given the TK-12, in the form of a distinguishing keystone shape. 
Functional in advantage, too, it provides space for an 81% inch view finder instead of 
the usual 5 or 7 inch. 

NEW SAVINGS IN OPERATION. High stability and reliability coupled with a 
brand new control concept, permit a single video operator to handle as many as six cameras. 
For the normal run he need be concerned with only two operating controls per camera. 


ONE MINUTE WARM-UP. Camera set-up is the easiest ever! Turn it on and in one 
minute the picture is there. Quality pictures ‘‘snap in” each time you turn on camera. 


THE BEST PICTURE IN TOWN! The extremely sharp picture, the beautiful rendition 
of gray scale and freedom from halo effect make this camera ideal for both ‘‘live’”’ broadcast 


and TV tape recording. 


The Most Trusted Name in Electronics 


RADIO CORPORATION OF AMERICA 



































THE TV COMMERCIAL 


By Beatrice Adams, Vice President, Gardner Advertising 





SPARKLERS 
THAT SPARKLE— 
AND A FEW DUDS 


Sex, humor and fantasy have their place in TV commercials, but occasionally are misplaced too 


Top left: Karmann-Ghia. Agency: 
Doyle Dane Bernbach. 
Producer: Robert Lawrence Productions. 


Top right: Revlon Love Pat. 
Producer: Robert Lawrence Productions. 


Center: Butternut Bread. Dancer- 
Fitzgerald-Sample, San 
Francisco. Producer: Quartet Films. 





Bottom left: Personal Size Ivory. 
Agency: Compton. 
Producer: Peter Elgar Productions. 


Bottom right: State Farm Insurance. 
Agency: Needham, Louis & Brorby. 
Producer: Lou Lilly. 








B y the time you read this July column, the glorious Fourth 
will have made its loud and lavish entrance and exit. But 
you don’t mind a few left-over sparklers and firecrackers, do 
you? 

First sparkler: The Butternut Bread commercials 
(Dancer-Fitzgerald-Sample, San Francisco) have been on 
the air a while but they continue to sparkle for me. The 
sound track (Quartet and ad agency) is a most singable 
jingle inviting a little girl to “come along, come along to 
Sandwich Land.” It’s animation at its most inviting. Fantasy, 
deliciously done. 


A clever commercial done in pantomime 


Another sparkler: Needham, Louis & Brorby’s State Farm 
Insurance commercial using Emmett Kelly. I think humor 
has no place in a commercial unless it advances the sale. In 
the Kelly pantomime commercial, some smart somebody 
slipped in an old but good gag which gave me a chuckle as 
it gave me the sales pitch. Kelly rolls up the car window and 
on the window is the sales message—and he keeps rolling 
and rolling and the window keeps moving onwards and. 
upwards as more of the message is packed in. Tom Thomas, 
agency TV creative producer, and Jack Calnan, agency 
writer, get the posies along with art directors Joe Creaturo 
and Bill Davis. Production: Lou Lilly, Hollywood. Musical 
track: Jack Fascinato. 

From Robert Lawrence Productions, a sparkler for 
Revlon Love Pat. Revlon uses a rather pat (forgive) ap- 
proach. Pat but sure-fire. Love Pat’s user is invariably but 
never indifferently eyed by the opposite sex. Maybe she’s 
perched up in a car alongside a stack of luggage; maybe she’s 
standing on a corner. Wherever, there also is the admiring 
male. Filmed in Paris. And very little yak on the track. Good. 

To next page 
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“ARB”-OMETER SAYS 
ROCHESTER’S CHANNEL 10 


NEW YORK 


CLIMATE Better Than Ever! 


ARB REPORT 
Rochester Metropolitan Area — 
- March, 1960 


(4 weeks average) 


The nice thing about our ‘‘climate,’’ here at CHANNEL 10, 
Rochester, N. Y., is that it gets better ali the time! Year 
after year, the surveys agree that we offer the best buy in 
Rochester TV! 


56 [' OVER-ALL 
& SHARE OF AUDIENCE 


18 of the top 20 favorite 


TV programs in Rochester 








and of 1/4 hours delivering 


more than 60,000 homes: 








CH.10 has | Sta.B has 


© | @ 


CHANNEL 10 


(WVET-TV © WHEC-TV) 


EVERETT-McKINNEY, INC. ¢« THE BOLLING CO. INC. 
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ADAMS continued 


Another from Robert Lawrence is a 
Karmann-Ghia commercial which defies 
description. A whirlwind 58 seconds 
which offers no information about the 
car but leaves the viewer with a feeling 
of excitement, exhilaration and the gen- 
eral impression that the K-G is a sturdy 
rascal. Agency: Doyle Dane Bernbach. 

Another sparkler is for PSI—Personal 
Size Ivory. Given the job of selling a 
certain size cake of soap, a commercial 
could easily slide into the pounding, 
pulverizing kind. But not Ivory. Ivory 
presents three little girls to charm you. 
That floating bar of Ivory which is a 
honey. And throughout, the same mild 
image to which Ivory has been clinging 
so wisely these many years. 

Let’s see now. What did I do with 
those firecrackers that went pfft. Oh yes. 
First: A spy reports that, during the 
commercial intermission on a late late 
show, came on a commercial for cooking 
oil. The missus fries chicken in Mazola. 
The mister chomps on chicken, looks 
elated. Whammy into the next commer- 
cial which shows man with tummy ache, 
and announcer cautioning him not 
simply to alkalize but to tranquilize with 
Pepto-Bismol. Hitch: Man _ enjoying 
chicken, according to our spy, was pre 
cisely the same man who wound up 
seconds later with tummy ache. 


Whose funeral was it? 

Next pfft. One highly-rated commer- 
cial in the May TV commercials com- 
petition was a Peter Lorre spot for 
Simoniz. Through most of the commer- 
cial, as Mr. Lorre speaks soothingly of 
Simoniz, only Mr. L. and the hood of the 
car are visible. With the clincher, “It’s 
never too late to Simoniz,” the entire car 
is revealed. It’s a hearse. Many of the Fes- 
tival judges laughed heartily. My query: 
Did it sell? Or whose funeral was it? 

Another commercial that left me 
groaning was for Berkshire hosiery. In 
it, a sexy-voiced dame sums up the sell 
for socks by asking, “What more can any 
woman want... . but a man?” Well, 
if all a woman wants is a pair of Berk- 
shires and a man, a lot of businesses 
might as well close up shop. 

Next firecracker that went pfft. A 
Maidenform spot which shows ,the bra 
bra lassie being yanked away by a ski 
hook as she declares, “I’m carried away 
by Dec La Tay.” Strikes me that some- 
one’s making some easy money. 

Concluding thought for this month in 
which we celebrate something called in- 
dependence. To be independent means 
to be free, unfettered, self-reliant. All 
good things to be. Please, in this world 
so filled with mediocre TV commercials, 
can’t we declare ourselves independent 
of tired trends, petrifying patterns? END 
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Hard-boiled rating service 


Let’s face it: The toughest rating service news for five years without an interrup- 
of all is determined by the sponsor’s pen; tion. Sealy Mattress has sponsored the 
he either signs a renewal or he doesn’t. 11:10 P.M. weather show for eight years. 
And, by this standard especially, we shine Ratings like these from top national ad- 
with a gem-like brilliance. For example, vertisers pay off — for our clients and for 
Esso Standard has sponsored our 11 P.M. us — against any competition. 


Represented by 


WJAR-TV 


CHANNEL 10, 
PROVIDENCE, R. I. 
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(Just a matter of Relatavity) 
; 


e WBTV-Charlotte is FIRST TV Market in Entire | 
Southeast with 595,200 TV Homes" 
e WBTV Delivers 43% More Television Homes than | 
Charlotte Station “B’™ 


*Television Magazine—January 1960 *NCS #3 





LET'S COMPARE MARKETS! 


WBTV-CHARLOTTE 696,200 
ATLANTA 571,500 


MEMPHIS : 
483,800 . JEFFERSON STANDARD BROADCASTING COMPANY 


LOUISVILLE nae ‘459,000 — 

MIAMI a2 | ABA900 
BIRMINGHAM eee 425,100 ee 

NEW ORLEANS he os 381,900 
NASHVILLE $44,400 
NORFOLK-PORTSMOUTH aa _ 839,700. i: 
RICHMOND eye : 271,000 a s 











CHANNEL 3@ CHARLOTTE 


ae es Represented nationally by CBS Television Spot Sales 





CONTINUING BRAND STUDY NO. 47 





BASED ON 1500 INTERVIEWS IN CHICAGO, NEW YORK, LOS ANGELES 


- 
This month: 
CAKE MIXES, 
WATCHES, TV SETS, 
Duncan Hines, Timex and Zenith win most new 
customers in their categories. Ford and Chevrolet 
fight use and recall battle in three major markets. 
_ p & G’s Duncan Hines continued to make notable inroads bury and continues, by a very small margin, as the number 
in the cake mix market. Zenith moved up in recall and one brand in use. 
use in the television set market. Chevrolet and Ford see- In the market for television sets, Zenith showed the most 
: sawed in their battle for market dominance. And Timex gains, while RCA retained its definite lead in both recall 


“ec 





a Tagg egy 


spurted ahead among watch brands. 

Such are the major findings in ‘TELEvIsion MAGAZINE’s 
latest brand study, based on 1,500 interviews conducted by 
Pulse, 500 each in the nation’s top three markets, New York, 
Chicago and Los Angeles. Findings in the survey in the 
three markets are based on the following questions asked 
viewers: “What brands of (product category) have you seen 
advertised on TV during the last few weeks?” “Which did 
you use?” “Have you changed (product category) within the 
past six months?” While the products and services named 
were these recalled by respondents and were not necessarily 
advertised in TV in the period stated, the results are indica- 
tive of the state of the market in question. 


Duncan Hines up in recall, use 

In the cake mix market, Duncan Hines edged up in 
recall and use in New York, tying Pillsbury in recall and 
dropping that brand to third in use. Duncan Hines also 
was the heaviest brand switcher in New York in the six 
months ending in May. In Chicago, Duncan Hines re- 
mained third in recall, but picked up in total percentage 
in recall, as it did in use in the Windy City. In Los Angeles, 
Betty Crocker has taken over first place in recall from Pills- 


and use in all three markets. In Chicago, Zenith, a brand 
that did not even appear in the results of the November, 
1959 study, ranked second in use and turned up fifth in 
recall. In Los Angeles, Zenith jumped from eighth to second 
in use, retaining its fourth place position in recall. Further- 
more, Zenith led all other makers of TV sets mentioned 
in the study in brand switching in all three markets. 


Ford, Chevrolet in two-way fight 

In the automobile market, Chevrolet and Ford continue 
to battle it out for first place honors in recall and use in the 
nation’s top three markets. Chevrolet maintains first place 
in recall in New York and top position in use in New York 
and Chicago. Ford is the leader in recall in Chicago and 
Los Angeles and has taken over first place in use in Los 
Angeles. 

In the watch market, Timex continues to switch over 
more users than any other brand named in the latest brand 
study. Timex is, by far, the leader in recall in all three 
markets. In use, Timex bounced from seventh to second in 
Los Angeles, fourth to third in Chicago. Bulova remains 
tops in use in New York and Los Angeles. Elgin is number 
one in use in Chicago. (Charts appear on page 42) 
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BRAND STUDY 


from page 39 
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Selling challenges are where 
[ ‘s rl a | you find them. We found one 

om! a Ty recently when a station we rep- 
resent scheduled a late evening 
coverage of primary election returns in its state. 


that carried Knowing the appeal was largely local — and figur- 


ing the interest of national advertisers would be 
hard to arouse — the station waited until there 
were only three days to go before it offered this 


ed the primaries pregrameniny for weenie spot sponsorship. 


the station 


ths 


“a Which, you’ll agree, isn’t much time. 
Turned out, though, HR&P y 4. ©) | 
salesmen didn’t need three 
days. By conveying the inten- 
- sity of local interest to appro- 
od _ priate accounts — and applying 

imagination combined with fast footwork — they 
had the job done less than 48 hours later. 





Result: Eight national adver- 
tisers took over complete spon- 
sorship of the program. The 
station, needless to add, was 
delighted to carry such a plurality of business 
along with the primaries! 


ad 
in 
ths 





od 
in 
ths 





WE apMIrT things like this don’t happen every day, 
but neither are they unusual in our shop. That’s 
one reason why we put such a premium on crea- 
tive flair and resourcefulness in selecting and 
developing our sales staff. Another is because — 


“4 representing one medium only — we need put no 

- artificial limitations on the creation of new busi- 

v ness for spot TV. We can, uniquely, afford to be 
creative BOTH ways. 


in 
ths 


Bob Gilbertson, 
Chicago office 





HARRINGTON, RIGHTER & PARSONS, Ine. 


NEW YORK + CHICAGO + DETROIT + ATLANTA + BOSTON + SAN FRANCISCO + LOS ANGELES 








Some say that television cannot be expected to produce great programs because it is a medium 
of mass communications. We hold a different view. As we see it, the one sure way to attract 
audiences (and advertisers as well) is to produce the best possible quality of entertainment 
and information. This, apparently, is also the way television’s most distinguished juries see it. 
Recently, for example, the Academy of Television Arts and Sciences awarded 13 Emmys to the 
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THE FABULOUS FIFTIES . CONQUEST iil “FOR WHOM THE BELL TOLLS 


"EMMY AWARDS IETH CENTURY ...THE TWILIGHT ZONE... THE JACK BENNY PROGRAM... LEONARD BERNSTEIN AND THE NEW YORK PHILHARMONIC ...TONIGHT WITH BELAFONTE. ..WESTINGHOUSE-DESILU PLAYHOUSE 
THE UNTO AR ..- 1960 WINTER OLYMPICS... HOWARD K. SMITH, AV WESTIN —CBS REPORTS ...THE FABULOUS FIFTIES ...JACK BENNY HOUR SPECIALS... PLAYHOUSE 90... FATHER KNOWS BEST... SYLVANIA FREEDO 
TELEVISION AWARDS I LD...THE LOST CLASS OF '59...LOOK UP AND LIVE...BIOGRAPHY OF A MISSILE...THE POPULATION EXPLOSION ...CBS TELEVISION NETWORK — SPOT NEWS COVERAGE, EISENHOWER AND NARRAT 
KHRUSHCHE\ HEMIAH PERSOFF—FOR WHOM THE BELL TOLLS...COLLEEN DEWHURST—I, DON QUIXOTE... PROJECT IMMORTALITY — PLAYHOUSE 90...TONIGHT WITH BELAFONTE... YOU CAN’T RAISE CHILDREN 
BY THE BOO! GEORGE FOSTER PEABODY AWARDS: THE POPULATION EXPLOSION ... SMALL WORLD... THE LOST CLASS OF '59 ... ED SULLIVAN — INVITATION TO MOSCOW ... THOMAS ALVA EDISON FOUNDATION AWARDS: 
CONQUEST PHILHARMONIC YOUNG PEOPLE’S CONCERTS... OVERSEAS PRESS CLUB AWARDS: CBS NEWS—EYEWITNESS TO HISTORY ...MARTIN BARNETT—THE POPULATION EXPLOSION ...DAVID SCHOENBRUN ..- 
ERIC SEVAREII ) \SETTI — COVERAGE OF NICARAGUAN INVASION ... INSTITUTE FOR EDUCATION BY RADIO AND TELEVISION AWARDS: THE LOST CLASS OF ’5§ HOFFA AND THE TEAMSTERS...CBS REPORTS... LEONARD 
BERNSTEIN AD RK PHILHARMONIC ...NEW YORK PHILHARMONIC YOUNG PEOPLE’S CONCERTS ...GENERAL FEDERATION OF WOMEN'S CLUBS AWARDS: CAPTAIN KANGAROO ...THE TWENTIETH CENTURY ...CBS REPORTS MASON 





CBS Television Network, as compared to 5 for the second network and 2 for the third. This 
makes a total of 67 awards* that our programs have received since the year began—more 
than the other two networks combined. Looking at it from this point of view, we feel it is no 
accident that this network, which consistently wins the largest number of awards for pro- 
gram excellence, should also consistently attract the largest audiences in all television. GBS © 
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~ LEONARD BERNSTEIN AND THE NEW YORK PHILHARMONIC 35 RUE DE MARCHE 
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HOUSE +».FATHER KNOWS BEST... PLAYHOUSE 90... VALLEY OF DECISION ... NATIONAL CONFERENCE OF CHRISTIANS AND JEWS BROTHERHOOD AWARDS: THE LOST CLASS OF 59... ARMSTRONG CIRCLE THEATRE—35 RUE DE MARCHE... 
LVANIA FREEDOMS FOUNDATION AWARDS: THE TWENTIETH CENTURY—THE RED SELL... PLAYHOUSE 90—THE BLUE MEN ... LEONARD BERNSTEIN IN MOSCOW ... GEORGE POLK MEMORIAL AWARD: AV WESTIN, PRODUCER; HOWARD K. SMITH, 
R AND NARRATOR-WRITER—THE POPULATION EXPLOSION ... UNITED STATES ARMY, DEPARTMENT OF DEFENSE CITATION: EDWARD R. MURROW, FRED W. FRIENDLY, PALMER WILLIAMS — BIOGRAPHY OF A MISSILE... ROBERT J. FLANERTY 
[ILDREN AWARD: CBS NEWS— HOFFA AND THE TEAMSTERS ... ALFRED 1. DU PONT AWARD: DAVID SCHOENBRUN ... NATIONAL HEADLINERS CLUB AWARD: MARIO BIASETTI— NICARAGUAN INVASION ... SATURDAY REVIEW EIGHTH ANNUAL ADVERTIS- 
ING AWARDS: SMALL WORLD ...NEWYORK PHILHARMONIC YOUNG PEOPLE'S CONCERTS WITH LEONARD BERNSTEIN... THE TWENTIETH CENTURY ... THE POPULATION EXPLOSION . . . ALBERT LASKER MEDICAL JOURNALISM AWARD: 
THE POPULATION EXPLOSION ... NATIONAL ASSOCIATION FOR BETTER RADIO AND TELEVISION AWARD: SMALL WORLD ... SCREEN PRODUCERS’ GUILD AWARD: THE TWILIGHT ZONE... ADVERTISING CLUB OF BALTIMORE AWARD: 


ONARD RICHARD BOONE — HAVE GUN —WILL TRAVEL . .. MARCH OF DIMES AWARD: JACK BENNY —“HUMANITARIAN OF THE YEAR”. ..MNATIONAL ASSOCIATION OF WOMEN LAWYERS AWARDS: RAYMOND BURR AND GAIL PATRICK JACKSON — PERRY 
PORTS MASON ... SIGMA ALPHA IOTA AWARD: NEW YORK PHILHARMONIC YOUNG PEOPLE'S CONCERTS WITH LEONARD BERNSTEIN 
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TELEVISION AND POLITICS 


The medium has revolutionized campaign strategy. But what’s its actual effect on political 


thinking? Here are the views of leading sociologists, psychologists and political analysts. 


A‘ left is Walter Lippmann. He has never been a political 
candidate. He has been on television only once. But 
in this one telecast may well lie the key to television’s true 
strength and significance in politics. 

To most observers, television’s political function reached 
its zenith in the recent nominating conventions. Millions 
upon millions of people were able to watch prospective can- 
didates for the nation’s highest office in action. But all mass 
media provide mass audiences for political figures. The 
basic question is what can television contribute, by way of 
information and opinion, to the electorate’s political en- 
lightenment? 

In this direction, one of the most important break- 
throughs was the recent telecast interview with Walter 
Lippmann on CBS-TV. Here a significantly large audience, 
again numbering into many millions, had the opportunity 
of sitting down, watching and listening to the sage com- 
ments of one of the most respected observers on the politi- 
cal scene. Controversial but enlightening, and of immediate 
political pertinence, were Lippmann’s discussions of the 
true role of the Presidency, of the qualifications for leader- 
ship, of recent history. 


Study of last two elections just published 

Emphasizing the importance of the Lippmann program 
and the outstanding documentaries telecast this year is the 
just-published study of the last two Presidential elections 
by the University of Michigan Survey Research Center. 
The study found that, despite heavy voting in both elec- 
tions, “For a large part of the public, political affairs are 


probably too difficult to comprehend in detail . . . Very 
few people seem motivated strongly enough to obtain the 
information needed to develop a sensitive understanding of 
decision-making in government.” 

Noting the electorate’s “pervasive sense of attachment to 
one or the other of the two major parties’—a situation that 
leads to voting by rote, the study goes on to report, “It is a 
rather unusual individual whose deeper personality needs 
are engaged by politics, and in terms of rational self-interest, 
the stakes do not seem great enough for the ordinary citizen 
to justify his expending the effort necessary to make him- 
self well-informed politically.” 


TV in unique position to inform 

In this gloomy picture one thing at least seems clear: 
television, with its incomparable capacity for presenting 
political affairs visually and dramatically, is in a unique and 
responsible position to convince the ordinary citizen that 
the stakes most certainly do justify the effort of becoming 
politically informed. Indeed, although the Michigan study 
does not recommend any specific medium of communica- 
tion, it does make the very significant conclusion that, “In 
the electorate as a whole, the level of attention is so low that 
what the public is exposed to must be highly visible—even 
stark—if it is to have an impact on opinion.” And, very ob- 
viously, with politics as most else, people who won't bother 
to read frequently will watch. That the political strate- 
gists are well aware of the low interest level was evident in 
the filmed dramatizations of the party platforms at the 
recent conventions. To next page 
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POLITICS continued 


WI it remains to be seen whether television will raise 
the mass electorate’s low level of political awareness and in- 
volvement, there are already signs that it does exert signifi- 
cant influence on certain specific groups. Pilot research by 
sociologists Kurt and Gladys Lang suggests that TV has an 
especially strong appeal for the chronically distrustful 
voter. Members of this group, the Langs explain, feel that 
television takes them “to the scene of the crime,” where 
they are free to explore and follow their own clues. To 
these ters, IV is therefore the most authentic of the 
media, and although the Langs feel that what they impute 
to the IV picture often originates in other news sources, 
distrustful viewers are ready to believe what they see on 
television 


TV more informative to afficionados 


ilmo Roper, who thinks a candidate’s appearance on TV 
“creates a lot of word-of-mouth,” like the Langs sees tele- 
vision reaching a specific group of voters: the afficionados, 
of varying degrees. Although Roper reports that he knows 
of no proof that TV actually arouses interest in politics, 
“There is evidence that it is furnishing information for 
those already interested.” Perhaps, then, if television is 
most successful in reaching viewers already politically in- 
formed—those probably more inclined to be opinion lead- 
ers, th at least a step in the right direction. 

For as Walter Lippmann pointed out in his telecast: 
“There is no use of the President trying to talk down to 
the fellow who can just about read and write. He must 
talk to the people who teach the man to read and write.” 

\t a recent panel discussion sponsored by the American 
\cademy of ‘Television Arts and Sciences, former New York 
covernor Averell Harriman ventured that President Roose- 
velt was the master of radio but that so far no politician 
had proven master of television. “‘Perhaps it is too difficult 
to master,’ Harriman mused, and he may well be right. 

But, discounting sheer eloquence and personal magne- 
tism, there are scattered indications of why some candidates 
more successfully bring home their ideas over television 
than do others. Pollster Louis Harris, for one, finds from 
his surveys that candidates who use television to deliver 
very general speeches might just as well not bother. Be 
specific, is Harris’ advice. “In 1952,” he recalls, “Eisenhower 
spoke about Korea and came through as a man of peace. 
Stevenson’s general stream of inspiration-type speeches 
didn’t come off well. When you get too general, a block 
goes up between the candidate and the audience, a film goes 
over the screen. This hurts the candidate and doesn’t help 
the voter improve his knowledge of issues.” 

[llustrating the value of using TV frankly for specific 
issues, Harris relates that ‘during the preparation for the 
West Virginia primary this spring, a pre-campaign survey 
showed that a rather high number of people—34 per cent 
of the Democratic electorate there—had deep questions and 
reservations about Kennedy on religious grounds.” They 
were unsure of Kennedy’s position on the religious issue, 
and some voiced concern although they did not even have 
a clear idea of the possible ramifications of a Catholic in 
the White House. 

Kennedy was told about this and advised to explain his 
position,”’ Harris goes on. ‘He chose what he felt would be 
the most far-reaching medium and during the last days of 





From pre-convention polis through the campaign struggle to elect/on 


the campaign made three statewide telecasts in which he 
explained and reiterated his belief in separation of church 
and state. Surveys showed that whenever Kennedy expressed 
this viewpoint forthrightly on television he picked up votes, 
mostly among the undecided. And after breaking this road- 
block he was able to get through on other issues,” Harris 
reports. 

Another study on how well television is operating in the 
political area is the survey by Ketchum, MacLeod & Grove 
done on behalf of Westinghouse Electric Co. Among 28 
political science professors queried, the concensus was that 
although television has made voters more critical of candi- 
dates, this criticism centers on their appearance rather than 
on what they stand for. The majority of professors also 
agreed that while political science students—the coming 
generation of voters—seem better informed politically since 
TV, their expanded knowledge is not always of the “deeper 
or significant” aspects of politics. 

Some observers accept TV’s alleged projection of person- 
alities at the expense of issues simply as the nature of 
the beast; they reason that the medium’s inherently visible 
character almost automatically decrees that the speaker 
come across with more impact than what he is saying. Other 
experts, however, see television’s potential as a medium of 
political awareness complicated by other major factors, most 
notably the perplexing nuances of viewer receptivity to 
issues, and the fact that too few politicians have yet dis- 
covered how to use television to its fullest advantage. 


Receptivity often aligns with preconceptions 

The first complication—viewer receptivity—is most diffi- 
cult to pinpoint. In these days of scientific electioneering, 
almost all candidates use pre-campaign polls to tell them 
which issues to stress, which to ignore. Probably a good 
psychoanalyst would also come in handy. Research has 
proved that people attend most closely to material that 
re-enforces their preconceived ideas. And although any stu- 
dent of politics knows that voting decisions are influenced 
by myriad factors such as family tradition, personal bias 
and predisposition, not all realize how tricky and deceiving 
the interaction of these forces can be. 

One case in point is the televised Army-McCarthy hear- 
ings, which according to the Brookings Institution, aroused 
such interest that they “boosted daytime audiences by 53 
per cent over normal.” McCarthy’s frequent bare-faced 
flaunting of civil rights, his broad hints of guilt by asso- 


48 TELEVISION MAGAZINE / July, 1960 























night, TV has created new public awareness of the democratic process. 


ciation, all bared to the country by television, were widely 
assumed to have roused the public to indignation. 

Yet a survey by Gerhardt Wiebe, social psychologist and 
partner in Elmo Roper Associates, revealed that the tele- 
vised hearings had relatively little effect in changing the 
people’s attitudes toward McCarthy—a finding confirmed 
by a nationwide Gallup Poll. 

As Wiebe analyzes it, viewers did not judge the hearings 
at all in terms of the seemingly basic consideration of civil 
rights—freedom of speech, a man’s innocence until proven 
guilty—rights which McCarthy often was openly defying. 
Instead, Wiebe found that viewers had equated McCarthy 
with the familiar father figure—the man who is courageous, 
autonomous, powerful, loved and feared. And imbuing 
McCarthy with the positive and sacrosanct aspects of the 
father figure, they judged him and his performance at the 
hearings in terms of courage, his dedication to what he 
believed was right, his readiness to fight and defend his 
views in the face of threatening opposition. 


Response based upon values 


Wiebe offers this explanation for his unexpected find- 
ing. Civil rights do not exist in the average home, he 
observes. Few children are consistently assumed to be in- 
nocent until proven guilty. But other values, such as the 
danger or sin of impeding the father figure, are deeply 
rooted and far more likely to be called into play. 

“Those who hold public office or work in the mass media 
know that while it is often difficult to stimulate tangible 
public response on important issues, it is also difficult to 
foresee when some apparently trivial point will release 
wide-spread public protest,’ Wiebe declares. “Telephone 
switchboards light up and mail bags bulge because a radio 
or TV panel participant, in the heat of discussion, utters 
a swear word. Rumors of pigeons or squirrels being shot on 
the White House lawn generates a true grass roots protest. 
Such outbursts of public indignation, when seen in the 
terms of the present findings, are not evidence of a ca- 
pricious public. They are, rather, evidence of a public 
which is sure and articulate about one set of values, namely 
those introjected during childhood.” 

“Television,” says one TV executive off the cuff, “will 
not really improve the public’s political acumen until 
broadcasters and politicians vastly improve the techniques, 
approaches and formats for handling political material.” 
There are many others who agree with him. One big 


The electorate’s low 
level of political awareness emphasizes 


the unique and responsible role of TV. 


problem is providing adequate free time for Presidential 
candidates to expound their views, something all three net- 
works have pledged to do if the House, when it reconvenes 
after the conventions, adopts a resolution to suspend Section 
315 of the Communications Act, which currently requires 
that the networks provide equal time for minor party 
candidates. 

Other problems are unfortunately not solved so easily. 
Social scientists consistently maintain that the frequently- 
used spots do not give parties or their candidates nearly 
enough time to properly bring the issues to the public. 
Longer political broadcasts, of course, serve this purpose 
better, but like spot there is a big bugaboo: pre-emption. 

This can become a formidable problem. For example, a 
post-mortem study made for a losing candidate in Connecti- 
cut by Elmo Roper found that one of the three main rea- 
sons for the man’s defeat was that, according to respond- 
ents, ‘“Everytime I turned on TV to watch a program, he was 
on.” Similarly, during the 1956 campaign, immediately after 
delivering a speech that pre-empted five minutes from a 
popular show, Adlai Stevenson received a telegram: “I like 
Ike and I love Lucy. Drop Dead.” 

Agreeing that the pre-empting of entertainment shows 
by paid political broadcasts ‘does not make for a particu- 
larly favorable climate,” CBS News president Sig Mickelson 
offers this frank analysis. “It seems to me that one of the 
great errors made by the political professionals in their use 
of television is that they place far too much stress on the 
paid political performance and fail to recognize day-to-day 
news coverage.” 


Regular news has advantage over speeches 


Although as Mickelson points out, ““There is a large audi- 
ence for regular news broadcasts which come at regularly 
scheduled times and attract viewers who come to see the 
news and not to see their favorite westerns or variety pro- 
grams,” an advantage that the paid political speech does not 
have, a great many politicians are missing this boat. ‘“‘Many 
candidates get in touch with a television station only when 
they want time on the air. When they have news to relate 
they overlook the news departments of stations and net- 
works.” : 

Mickelson also thinks that politicians fail to realize how 
valuable continuous coverage on news programs can be. 
“The too-general tendency on the part of candidates, their 


managers, and even the general public,” he says, “is to over- 
To page 91 
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